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ABSTRACT 
Cyber Marketing cannot be conceived from a conventional marketing 
perspective. It is an adaptation in both dimension and magnitude. The conundrum 
posed by Cyber Marketing is not just modification of the marketing mix, neither is 
adoption of technology and communication. This study investigates the directions 
under which Cyber Marketing will proceed. Specifically we identify the areas that 
conventional marketing shall be modified and sheds light on the ingredients for Cyber 
Marketing to succeed. In the first place, the outmoded uni-directional and inside out 
perspective of conventional marketing have to be jettisoned. Instead the reign of the 
one-to-one, interactive, relationship and reverse perspective that pervades over the 
realm of Cyber Marketing will redefine the landscape of marketing. The 
amalgamation of technology and communication facilitates this perspective to thrive 
in the cyber space. A brief survey on the Internet user profile discerns the importance 
of catering for the affective requirements of the users. The respect for the shifting 
focus of the marketing mix in the cyber space, Internet interactive platform and the 
redefined mindset will engender sustainable competitive advantage. The survey 
vigorously demystifies the central linchpin of aggregate marketing, namely market 
segmentation. The disjointed and fragmented nature of the Internet users warrants 
respect for relationship building, interactivity, reverse and one-to-one orientation of 
Cyber Marketing. The refined Cyber Marketing strategy precipitates into narrower 
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focus of the marketing mix. As we find out, promotion becomes more essential rather 
than ever in formulating a viable marketing strategy. 
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The Internet has relegated conventional marketing strategy to the periphery in 
attaining competitive advantage and leveraging core competence. Cyber Marketing, 
however loosely defined, becomes the norm rather than the exception for the market 
leaders to thrive and lead in the inexorably turbulent market. The essence of success 
will, to a large extent, hinge on the willingness and capability to capitalize on this 
experimental and exploratory media. If the Internet had remained a transient fad, the 
academia and strategists should not have been enthralled by the dazzling prospects 
dangling before them. 
Riding high on the crest of the wave of communication and technology, the 
Internet stirs ripples across the economic, social, cultural and political arenas. With 
the Memet juggernaut, the world encounters the confluence of entertainment, 
information and commerce. It represents irresistible and irreversible opportunities 
and threats. When the cyber marketer does not produce web sites in congruence with 
a salient marketing strategy, all marketing efforts will evaporate without hitting the 
target. Subsequently, unplugging the spigot of munificence, in a bid to broaden 
market exposure, will not yield any economic returns. For Cyber Marketing to be a 
success, it shall be catered for a market segment under which the targeted audience 
shares a number of homogeneous characteristics. In general the target audience are 
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educated, technology savvy, computer aficionados, show penchant for convenience 
and novelty. 
The Internet, initially designed for the U.S. Defense Department, was later 
adopted extensively by universities for communication. Today, Internet becomes the 
hottest marketing medium because of its ease of access and widespread usage. The 
phenomenal growth of the Internet generates a critical mass that enables the Internet 
to develop into an important communication and commercial medium. Companies are 
aware of the importance of creating a cyberspace presence to compete in the future. 
But there is no obvious trend of exodus from conventional media to the Internet. 
Some of the organizations embrace the Internet with lukewarm support ——assigning 
the Mernet only as a conduit for information exchange. 
Against this reservation, it is premature for the social Darwinists to declare, in 
prognosis, the demise of the predominant ammunitions in the conventional marketing 
arsenal. The traditional marketing concepts lay out the solid foundation for Cyber 
Marketing to evolve into a true competitive media vehicle. Beyond its development 
at infancy, the Internet faces the limitation of broad bandwidth communication 
technology for multimedia to flourish. Both the content and presentational techniques 
are constantly in flux. The idea of optimal equilibrium tends to give way to volatility. 
The Internet is a large network formed by the interconnection of computer 
networks and individual computers all over the world via telecommunication systems. 
It is the integration of resources from individuals and organizations, and therefore it is 
not under the control or ownership of any individual or network. It is a collaborative 
effort by anyone committed in the on-line community to make the Internet a preferred 
place to live with. Internet is a global community where people from different parts 
of the world participate in data exchange and information sharing. 
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The Internet, by itself, is an innovative medium ——a radically new vehicle that 
does not have any pre-set standard and role model to follow. Therefore, firms are 
encouraged to experiment innovative ways of marketing to customers on the Internet. 
It is only limited by creativity. Internet creates an environment that favors small 
companies. These companies can rely on Internet technology to build "virtual 
enterprises" which do not require physical space operations. The reduced spending on 
fixed overheads, such as office space, warehouse and equipment, is the major reason 
why there are numerous entrepreneurs selecting the Internet to spearhead their 
business ventures. Sizable corporations are using Intranet solution to downsize their 
operations. The use of Intranet technology becomes a natural integration to the 
Internet. 
Internet influences almost all walks of life. It is a convenient and effective 
communication medium. Large volume of information can be communicated through 
it on a timely manner. The viability of the Internet makes it possible to acquire many 
of the research materials that are related to this study online. The ease and timeliness 
of publishing information on the Internet make it the most preferred medium and 
better than those that can be found on printed media. 
It is upon all these aspirations and fears that this survey vindicates the strategic 
competitiveness of Cyber Marketing and unveils the pros and cons of this 
evolutionary medium. Setting the stage for intellectual discussion, conjecture and 
refutation is Chapter 11. It deals with the methodology applied in the following 
discussion. While this study attempts to pinpoint the theoretical foundation or 
conceptual linchpins as the background for understanding the Cyber Marketing, these 
central ideas are the skeletal of this study. As outlined in Chapter III, this theoretical 
skeletal framework is both the ends and means of cyber marketers. Chapter IV pays 
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tribute to the exceedingly interactive characteristics of Cyber Marketing. The active 
participants of bridging cyber users and cyber marketers are identified. 
In Chapter V，the intricate dynamics between the essentials of Cyber 
Marketing are put into concrete action agenda. Finally, Chapter VI deals with the 
statistical revelations on Cyber Marketing. 
All in all, the logical flow of the ideas on Cyber Marketing attempts to build 
up the unshakable foundation before its general implementation is executed. It is 
identified that one-to-one and reverse orientation, relationship building and 
interactivity, blended with the Internet transaction platform, are the infrastructure of 
Cyber Marketing. The notion of one-to-one marketing exacerbates the novel aim of 
customer focus in aggregate marketing. In aggregate marketing, customer segments 
are classified according to distinguishable characteristics. Demographics, 
pschographics, and behavioral segmentation methods are widely employed. They 
trigger the direction of marketing strategy, which in tum defines the tactic that can be 
deployed on price, promotion, place and product. The one-to-one perspective 
disintegrates, or dismantles the obviously interconnectivity among customers within 
one segment. It ultimately demystifies the market segmentation as an invincible 
weapon in the aggregate marketing arsenal. In place of a market segment, the one-to-
one perspective narrowly focuses on the needs of each unique customer. 
Conforming to individual customer needs does not assure cyber marketers of 
success if they do not re-invigorate a renewed mindset on reverse marketing. In 
aggregate marketing, the marketing strategy has an overtone on seller-initiated 
maneuver. In other words, the tactics on price, product, place and promotion 
delineate what sellers want to sell. The reverse marketing orientation withholds cyber 
marketers' ability to influence on buyers' choices. The customers as a group determine 
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what are the best practices and marketing mix distribution, arranged by cyber 
marketers, will be of their best interests. In following the aspirations of customers, 
cyber marketers, in effect, allow themselves greater profitability and better 
competitiveness. 
Relationship building is the long-term target behind the motivation to serve 
customers. Realizing the peculiar individual needs of customers through one-to-one 
perspective facilitates adaptation on customized marketing strategy. No longer will 
cyber marketers embrace myopia in interacting with customers. Cyber marketers bear 
in mind the significance in retaining customers because their loyalty becomes a cost-
saving mechanism towards enlarging customer community. In serving returning 
customers, cyber marketers can reduce costs in promotion and gathering market 
intelligence. In addition, cyber marketers can avoid the adverse "leaky bucket" 
scenario by price-sensitive promotion. Relatively speaking, relationship building is 
less costly but far more effective in attaining profitability. 
Interactivity requires incessant bi-lateral information between cyber marketers 
and customers. Cyber marketers spare no efforts to activate customer feedback on 
services or products and encourage customer participation in bringing out better 
product offering. The greater the customer participation, the higher the likelihood that 
the customers remain loyal to the company. 
These four central elements cannot survive separately. They must work 
together to produce the greatest impact. They all rely on the transaction platform to 
achieve purported effect. Transaction platform is an amalgamation of Internet 
technology and communication facilities that favor unrestricted dialogue between 
senders and receivers. Li this study, it refers to World Wide Web, e-mail and 
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discussion list. The complicated technology standard and communication protocols 
always deter appropriate utilization of the Internet as a marketing medium. 
In fact, this study is interested in the practical convenience that the Internet 
technology helps engender desirable marketing effects. Therefore, only the 
communication ease it brings is emphasized. Customers or users feel free to initiate 
an online activity — downloading information, searching for information or 
requesting for an order. Online companies can distribute marketing information to 
promote corporate image, launch new products or announce support service. There is 
no limitation to the ways both online companies and customers can utilize the 
transaction platform. On this transaction platform, there is no single party playing a 
perpetual role as sender or receiver. The roles they play shift according to the chain 
of initiation. 
Not until the effects of Cyber Marketing infrastructure merge then the 
superstructure exhibits its assertiveness. The action agenda of Cyber Marketing 
hinges on whether the four central elements are integrated with the transaction 
platform. The infrastructure affects the marketing mix in their relative strength to 
communicate the company's marketing intent. In this sense, the marketing mix is 




Descriptive Study 一 Laying Down the Framework 
The objective of this study is to identify the building blocks of Cyber 
Marketing and the interdependence between them and the marketing mix. A range of 
Cyber Marketing techniques are introduced and examined in general. This study 
focuses on discerning the viability of traditional marketing concepts in the World 
Wide Web and pruning off the most salient elements when the battlefield is changed. 
These elements will be wrapped up into a strategic perspective that weaves through 
the warp and weft of the fabric of an organization. 
The first part of the study is an extensive literature review gravitating around 
the Internet. Admittedly, there is a plethora of titles on Cyber Marketing, electronic 
commerce or interactive marketing. However, these books, which adopt a cook book 
approach, are unfortunately descriptive in nature. They supply a knowledge base for 
layman. But most of them are devoid of analytical and evaluative components that 
shed light on the similarities and differences between traditional aggregate marketing 
and Cyber Marketing. The academic journals incline to be interested in reviewing 
particular operational aspects of Cyber Marketing. They help glue different pieces of 
the puzzles together. Nonetheless, the area of interest brings out by these articles are 
microscopic. They elucidate a fraction of a particular topic. 
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This study tries to adopt a holistic approach to pinpoint the relevance of Cyber 
Marketing amidst traditional aggregate marketing, while comparative insight against 
other mass media will be introduced where appropriate. The ability to deal with the 
complex subject matters relating to Cyber Marketing hinges on understanding of 
technology and communication infrastructure. However the technical aspect of the 
Internet hinders lucid comprehension of the operating dynamics of between 
technology and essentials of Cyber Marketing. Therefore it is critical to strike a 
balance between these two components. Admittedly, explaining how technology 
works for the Internet is rife with difficulties. As a result the technical aspects are 
lightly touched. 
Along with library research, efforts have been spent on extensively searching 
in the Internet for articles and survey results on Cyber Marketing. As an information-
rich medium the Internet provides gigantic volume of information on Cyber 
Marketing. It is a painstaking and nightmarish experience in extracting useful 
information especially during the hours that people are rushing through for the desired 
purposes. The bandwidth of the Internet has to be expanded and the bottleneck at the 
Internet Service Provider has to be eased. Files and data trickle through the electronic 
conduit at a prohibitively and dauntingly low pace. Not until the bandwidth is 
expanded, L:iternet search shall not be boasted as a panacea to remedy the place and 
time limitation of information search. The quality of the information is also 
problematic. Some of them are superficial. The information is posted by Internet 
zealots, who are edgy in not possessing their own web site. The bombardment of 
unwanted information has consumed much of the time in navigating among web sites 
and wading through information archives to collect useful information. The Internet 
9 
is appreciated for the breadth of information it offers. On the other hand it is fraught 
with meaningless trivia. 
Exploratory Research 
The exploratory research is the extension of the first part of the study. Based 
on the finding from the descriptive study, a number of factors contributing to the 
success of Cyber Marketing are hypothesized and tested. The survey is conducted 
through a questionnaire. Statistical methods are then applied on the data collected. 
The ultimate goal is, through the survey, to identify major contributing factors and 
come up with an effective Cyber Marketing strategy. The survey also sheds light on 
customer's attitude and behavioral pattern towards the Internet. No longer will cyber 
marketers rely on such primitive marketing segmentation on demographics or 
psychographics to formulate effective and competitive marketing campaigns after 
they are conversant with the unique customer interaction dynamics in the Internet. 
Presentation of the Questionnaire 
The questionnaire is versed in neutral, plain and non-offensive daily language. 
The circumlocutory sentence structure or esoteric phrases andjargons are all avoided. 
In order to get respondents to think over individual questions, some of them are 
presented in negative sense. In such a way，they have to reverse the logic before 
answering the questions. This arrangement helps avoid stereotyping questioning 
format. When questioning format is not uniform, the respondents have to raise their 
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consciousness level so as to reflect genuine response to the questions. The 
questionnaire is included in Appendix 1. 
Sampling Method 
The sample population for the survey is all the Internet users in Hong Kong. 
The inherent difficulty is getting a representative sample. The Internet is a distributed 
network supporting many-to-many communication on a grand global scale unbounded 
by time restriction. There are too many issues related to the Internet, for example 
communication, technology, marketing and advertising. This survey aims at 
identifying the linkage between usage of the transaction platform (the World Wide 
Web, E-mail, discussion group) and Cyber Marketing success in reinforcing the 
building blocks of Cyber Marketing ——interactivity, reverse marketing, one-to-one 
marketing and relationship building. 
One of the possible methods in distributing questionnaire is building a web 
site that invites visitors to complete the questionnaire. Unfortunately, promoting 
awareness of a Web survey is extremely difficult because the lack of broadcast 
mechanism in the Internet to get respondents to participate at random. Distributing 
the questionnaire through e-mail may be treated as unsolicited mail. It will infringe 
on users' right of privacy and data integrity. The third possible alternative is posting 
the questionnaire in different discussion groups. However this method is the least 
desirable. Even if the respond rate is encouragingly high, the significance of the 
survey has been tampered with. The result may be skewed. Simply because the 
discussion groups are membership club that attract users with shared interests, the 
respondents from discussion group are homogeneous in user attributes, usage pattern 
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and valuation of certain Internet elements. All these methods share the same blemish. 
It is the classic threat to external validity: self-selection bias. The invited parties may 
self-select whether or not they choose to participate in a Web survey. Additionally, 
they can further self-select to quit before completing the survey. If certain Internet 
users do not choose to participate, it reduces the ability of the results to generalize to 
the entire population. Another bias is the non-response bias resulting from the lack of 
knowledge, from some Internet users, on the existence of the survey. Therefore, they 
are deprived of the privilege to take part in the survey. 
In view of these limitations, random sampling cannot be used. In its place 
non-probabilistic sampling becomes a better choice. Non-probabilistic sampling does 
not ensure the elements are selected in a random way. It is difficult to guarantee that 
certain portions of the population were not excluded from the sample since they do 
not have an equal chance of being selected. It is only at hindsight that the selected 
can be compared with the non-selected to spot the systematic bias. 
Unlike the survey conducted by SRI consulting, which is interested in Internet 
user profiles, this survey targets at the attitudinal and behavioral pattern of the 
existing Liternet Users. Intuitively, a subject on Cyber Marketing shall target on the 
on-line companies. Since in this study Cyber Marketing is considered to be oriented 
towards reverse marketing, the attitude and adoption of the users bears high impact on 
the cyber marketers. The cyber marketers are led by the users to establish long-term 
one-to-one relationship. E they are not humbly submissive to the norm of the new 
business model, a horde of renegade customers will deal a serious blow to their 
survival. It makes perfect sense to aim at the Internet users. 
r^y 
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Procedures of the Survey 
When the nature of sampling method is decided, the structure of the 
questionnaire is set. The questionnaire is divided into three parts. The first part on 
Internet usage pattern comprises of twelve questions, while the second part on attitude 
towards the Internet consists of six sub-groups. The demographic attributes are 
collected in part three. For part two, the respondents have to rate their attitude 
towards selected topic on a five-point scale. They need to show their feeling towards 
the prepositions in that section. 
After formulating the questionnaire, a few copies of them are distributed to 
fellow classmates at random. The purpose is to ensure that meaning and wordings of 
the questions are unambiguous and clearly conveyed what is intended. This pilot 
study helps refine the meaning of the questions. Finally some questions are omitted 
and some are added. 
Afterwards, the questionnaires are distributed through a few computer retail 
shops in a computer shopping mall. Since the computer literate are more likely to use 
the Internet, the computer users are good prospects. Part-time MBA students of the 
Chinese University of HK are also invited to complete the questionnaire. In order to 
enhance generalization of the survey, the questionnaires are distributed to full time 
students. It is intended that the more diverse the background of the respondents the 
more representative the samples becomes in the survey. 
The final stage is data collection and analysis. The descriptive statistics can 
easily be obtained with the help of SPSS for Windows. The questions are coded and 
input into the appropriate data fields. The next step is inferential statistics that 
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analyses relationship between variables. With these statistical findings, conclusion is 
arrived on how to prioritize the ingredients of Cyber Marketing. 
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CHAPTER III 
BUILDING BLOCKS OF CYBER MARKETING 
The ubiquitous characteristic of Internet is causing companies to speed up the 
evolution of their business models. With the network, it is possible to react faster. The 
ability to react faster is often a determining factor in many competitive situations. 
Many corporations are now using Internet to identify new product needs, make 
product improvements, launch innovative product, hasten product-to-market cycle, 
implement new services and satisfy new customer demands. Information flows are 
faster than ever. It is much more practical to monitor competitors and respond with 
appropriate actions. Internet becomes a strategic weapon that a serious business can 
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not afford to miss. Communication technology is breaking down the geographic 
barriers. Corporations are now getting more global in nature and focus with minor 
tactical adaptation to regionally specific requirements. The global perspective leans 
more to be product specific and geographically diversified. 
No one can deny the long-term potential of the Internet as a marketing 
medium. It is a vexing challenge to estimate the relative size of Internet. The 
confidence level of the estimates at any point in time is low because the number of 
nodes is changing rapidly. The marketing implication is undisputed — marketers must 
realize that the pool of audience is expanding but thwarting conventional 
segmentation schema. Thus marketers have to adapt the marketing strategy to 
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meeting the ever-changing situation. In addition, the company should plan well ahead 
and prepare to pour in resources in case unanticipated demands arise. 
Among those determinants that contribute to the attractiveness of Cyber 
Marketing are interactivity, reverse marketing, relationship building, one-to-one 
marketing and appropriate marketing segmentation. They are integral parts of Cyber 
Marketing. No matter in what direction Cyber Marketing is heading for, these 
indispensable and inseparable components are all etched into milestones of Cyber 
Marketing. 
Interactivity 
Interactivity is not a proprietary attribute for Cyber-marketing. It is a matter 
of degree rather than a matter of existence in other mass media. Nonetheless, Cyber 
Marketing incorporates interactivity as a distinctive ingredient. Interactivity is not an 
isolated communication process that fosters bi-lateral and unencumbered dialogue or 
communication between marketers and respondents. 
At one end of the communication spectrum, the motive for marketers is 
homogeneous. The marketers aim at delivering concrete market communication 
messages. They represent the collection of all elements in an organization's 
marketing mix that facilitate exchanges by establishing shared meaning with the 
respondents, namely organization's existing and potential customers. 
Cyber Marketing tends to embody the notion that the marketers adapt the 
company's product and service offering to the customers' perceived value and needs. 
It has the overtone of flexibility and pro-activity. No matter how far Cyber Marketing 
departs from traditional aggregate marketing, it retains the sets of activities, whereby 
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marketers seek to augment the demand for their products or services [Shimp 1993]. 
Embedded in the core of the nature of Cyber Marketing is still the provision of 
substantive benefits to satisfy customers' needs and thus propel them to action. In 
this sense. Cyber Marketing cannot disassociate itself from the basic offer through 
primary product value and its associated terms of sale. 
Another goal cyber marketers strive to achieve is persuasive communication. 
Persuasive communication intends to stimulate want by encouraging customers to 
anticipate enhanced benefits of the basic offer. Persuasive communication appeals to 
factual product description or authoritative recommendations, and customers' fanciful 
imagination in effecting favorable attitude. Promotional inducement, the final 
elements of marketing communication, leads the customers beyond cognitive 
recognition towards actual consumption of products. In Cyber Marketing, 
promotional inducements take the form of free trial, notably on downloading 
software, to convince the customers of the superiority of basic product offer; and such 
inducements that are external to the basic offer as sweepstakes, games and contests. 
In Cyber Marketing, the customers are not treated as passive receivers. They 
are not stranded with the options to either take the offer or leave it. Customers can 
control and choose the content they are viewing, chat or communicate in real-time 
with one or more individuals, e-mail one or more individuals and post respond on 
bulletin boards [Spalter 1997]. 
E-mail, chat group, discussion group and bulletin boards are the built-in 
regulatory mechanism in the cyber space to uplift consumers' bargaining power. The 
‘voice，of the customers collectively exerts pressure on cyber marketers to sail 
towards their desired direction. 
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Thanks to the advance communication technology, the customers are no 
longer satisfied with spoon-fed product information or seller-imposed product 
features. The interactive vehicles are distribution centers for customers to 
communicate and express themselves. In the Internet, the notion of an advertisement 
commercial deconstructs. There is no room for the intrusive messages to consolidate 
in the Liternet [Schwartz 1997]. The users can command what they worth spending 
the time and opt out at the sight of unfavorable materials. 
Both marketers and customers are reaping the benefits of interactivity. Figure 
3.1 illustrates the enhanced benefits to customers. 
Interactivity has reversed the market balance in favor of the customers. If 
marketers do not want to be weeded out with this redefined rule of the game, they 
shall get themselves conversant with the new parameters of competition. The key is 
interactivity. As reflected, the positioning of cyber marketer is not too different from 
the traditional aggregate marketing. And, the company vows to maintain substantial 
profitability after chuming out products or services. However the benefits to 
customers multiply. Nowhere ever have their aspirations been met without 
reservation than in Cyber Marketing. 
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Figure 3.1 Cyber Marketing Weighs in for customers 
From Marketers' Strategies To Customers' Benefits 
Lifetime Customer Value • Lifetime savings and reward 
Opportunities 
Improved product quality • Mass customization 
Targeted messages • Fewer extraneous messages 
Loyalty • Rewards and Recognition 
Production Efficiency • Lower Prices 
Inventory efficiency • Guaranteed availability 
Distribution efficiency • Wider availability 
Zero Defects • Product satisfaction 
Information dissemination • Informed decisions 
Electronic customer communities • Access to peers, multiogue 
Customer dialogue • Seller responsiveness 
Reduced marketing cycle • Speedy response, time savings 
Competitive advantage • New value-added choices 
New selling channels • New supply channels 
Advertising message on request • Advertising message on demand 
Source: Richard Cross, Jane Smith, Customer-focused Strategies and Tactics in 
Regina Brady et al ed. Cyber marketing, NTC Business book, 1997, p. 76. 
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Reverse Marketing 
Intertwined and intermingled with the notion of interactivity is reverse 
marketing. Empowered by data capture technology in accumulating customer usage 
profiles, sellers or vendors can better anticipate what the customers will like to obtain. 
In this regard, it is the customer who helps trigger a range of activities on product 
design, advertising and promotion, and marketing communication. 
Traditionally, the sellers dominate the mass media with messages addressing 
to the inducement of purchase behavior. In the historical marketplace, information 
flows from the manufacturer to the customer. They are all outbound [Schultz 1995]. 
In the interactive age, the direction is heading towards the opposite; it is 
inbound. 
The Cyber Marketing perspective communicates not what marketers have to 
say, but what customers want to hear. Rather than marketing “on the average"—— 
seeing all customers as equal, the new marketing orientation focuses on the 
differences between consumers, customers, and prospects [Schultz 1995]. No longer 
will marketers center their activities on the product or service, its competitive 
benefits, market share, channels of distribution and pricing ranges. 
Cyber Marketing is shifting away from efficiency focus — low cost delivery 
to highest possible mass of consumers ——to effectiveness focus ——generation of 
maximum response from small segments of consumers. In this way, database 
marketing displaces mass marketing. Figure 3.2 shows the information power shift. 
The effectiveness focus places customers at the center of whatever plan marketers 
have. This customer-focused orientation to marketing planning is coined "outside-in" 
marketing. 
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Figure 3.2 Information Power Shift 
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Source: Strategic Advertising Planning 
The outside-in marketing perspective adapts the marketing mix — promotion, 
product, price and distribution — in accordance with the customer profiling 
information. The customer is segmented in line with their usage pattern and valuation 
towards the company. 
The marketers capitalize on in-depth customer profiling to penetrate deeper 
into individual customer. The Internet is thus a pull medium, not a push medium 
[Sterne 1995]. The Litemet cannot be utilized to propel messages out to the masses in 
hopes that people will catch a glimpse. It is poised to disseminate information for 
those who might be willing to reach in and pull it out. 
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Figure 3.3 outlines the skeleton of the outside-in marketing. The flow of 
activities is kick-started by customers. The inside-out marketing attempts to modify 
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or mold user mentality or attitude towards consumption. Underlying the basic 
assumption is that consumers are gullible and easily influenced by external stimulus. 
The outside-in marketing veraciously respect the ultimate rights of customers. 
Technology can at best push information at customers. For example, 
PointCast offers free software download so that it automatically dials up retrieves 
news, information, and marketing material from the Internet 一 then flash it on the 
screen, in place of a screen saver, whenever the customer takes a break. The screen 
will show tailor-made advertisements according to the demographic characteristics of 
the viewers [Schwartz 1997]. Customers are at the center of all marketing decisions 
in the cyber space. 
Relationship Marketing 
With respect to interactivity, the Internet provides ample room for relationship 
marketing to supplant transactional marketing. Transactional marketing views 
product acceptance as a linear process that marketer can control through 
bombardment of advertising messages, and customers are powerless to resist. 
Marketers are keen on pushing customers along the hierarchy of effects into actual 
purchase or consumption activities. This flow of effects, as shown in figure 3.4, is 
linear and reaches the stage where purchase action resides as the end point. 
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Figure 3.4 Hierarchy of Effects Model 
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The yardstick to gauge the success of transactional marketing is purchase 
action, and concomitantly repeated product or service usage. Whenever the marketers 
imprint product or company image and awareness, and sustain positive affection 
towards the products, the marketers can ensure their prominent achievement. 
Transactional marketing aims at getting customers and subsequently profitability. 
In Cyber Marketing, marketers flout undifferentiated promotion and mass 
communication. They stick to differential promotion and customized communication 
which disseminate discrete messages in line with customer profile. Not only does 
relationship marketing focus on customer acquisition, but also customer retention. 
Relationship marketing is concerned with exchange relationship between organization 
and customers. And customer service and quality are the key linkages in exploiting 
total customer satisfaction and long-term relationships [Martin 1991]. Table 3.1 
demonstrates the shifting frontiers between transaction and relationship marketing. 
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Table 3.1 Difference Between Transaction and Relationship Marketing 
Dimensions Transactional Relationship 
Marketing Marketing 
Focus Single Sale Customer Retention 
Orientation Product Feature Product Benefits 
Time-scale Short Long 
Customer Service Little Emphasis High Emphasis 
Customer Commitment Limited High 
Customer Contact Moderate High 
Primary Concern Production/Advertising Quality 
Source: Martin Christopher, Relationship Marketing, Butterworth 1991, p.9. 
No longer will the repertoire of product offering stands as the watershed 
between successful and lackluster marketing. Rather the capability to spot changing 
customer priorities and intricate propensities will determine a strong customer 
franchise. Cyber Marketing is consolidating this trend of value erosion on 
transactional marketing. Quality concern of product offering involves customer 
commitment, contact and service in extracting product benefits that deem most 
appropriate for maintaining custom bonding. A sense of community ensues. 
The cyber marketers can provide customers access to product information and 
problem resolution. The more access engenders more interaction between customers 
and organization which engenders higher customer expectations. Meraction and 
expectation spiral upward until customers expect to have much access to information 
in the organization [Sterne 1996]. It is a process in integrating customers into the 
operation of the organization. As customers begin to be more aware of the company 
and exhibit affinity for it, they will introduce referrals to the company. Thus the 
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community of intimacy for both the company and customers is enlarged. Ultimately, 
a series of interacting and reinforcing virtuous cycles can actively contribute to 
accelerating and magnifying revenue growth [Hagel 1997]. Figure 3.5 presents an 
overview of these cycles or loops. 
Figure 3.5 Overview of the Dynamics of Increasing Returns 
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Source: John Hagel III and Arthur G. Armstrong, Net Gain, 1997, p, 49. 
The dynamic accumulation of members and increase in revenue retums 
facilitate an on-going process of arresting critical mass of customers, usage profiles of 
customers, advertisers or vendors, transactions and their related profiles of customers 
[Hagel 1997]. This dynamic process is incremental and sequential in nature but the 
multiplier effect is beyond simple mathematical calculation. 
The content attractiveness is associated with the basic offering that the on-line 
company offers. When more people are attracted to web site and interact with other 
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users, the loop starts to be self-reinforcing. It becomes evident that content 
attractiveness dynamic loop takes effect. Afterwards, the traffic towards the site 
increases and it allows the cyber marketers to customize interaction with users. More 
loyal users generate more usage, and participate in web site's forums, the higher the 
need for customized relationship between cyber marketers and users. This member 
loyalty dynamic loop fuels the impetus for member profile dynamic loop. The diverse 
customers profiles, captured by advance data management technology, significantly 
enhance the ability to attract advertisers. The more detailed the customer profiles the 
greater the likelihood to attract advertisers and help these advertisers effectively reach 
targeted audience, in retum customers will immerse in interaction with these 
advertisers to reveal their profiles. Then the loop starts over again. Finally the 
transaction dynamic loop captures wider range of products or services for customers, 
thus in turn invites the self-reinforcing cycles of customer aggregation, heightened 
members interaction, increased traffic and aggregation of advertisers to catapult 
another cycle. Cyber marketers thus cannot narrowly focus on product marketing, but 
instead relationship marketing for mutually beneficial long-term nexus. Typically, 
cyber marketers shall take note of stages of customer development. (See Figure 3.6) 
The relationship imperative for Cyber Marketing is an enduring ordeal for the 
company to sustain competitive advantage over competitors. Submissive to the 
notion of customer satisfaction, cyber marketers will allow customers to build their 
loyalty and extract their values. A solid base of loyal customers permits the dynamic 
loop of retum to perpetuate. Loyalty is a true litmus test of corporate performance 
and alignment with customer aspiration than profits. Since the only way a business 
can retain customer loyalty is by delivering superior value, high loyalty is a sign of 
solid value creation. Marketers can reap the benefits of lifecycle profit pattern of 
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customers [Hagel 1997]. The acquisition cost through promotion can be reduced. In 
addition the per-customer revenue growth will tend to accelerate over time when 
customers get used to consuming products or services the company is offering. 
During the course of acquaintance, the process of collaborative learning between the 
company and customers can create enormous productivity that is translated into low-
cost advantage. Finally a horde of referrals will flock to the companies with words-
of-mouth. These referrals tend to be of higher quality and less fastidious than 
customers who respond to conquest advertising sales pitches or price promotions. 
Figure 3.6 Four stages of customer/member development 
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Source: John Hagel III and Arthur G. Armstrong, Net Gain, p. 59 
In a nutshell, relationship marketing becomes an end in itself rather than a 
means to achieve higher than average profitability. 
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One-to-One Marketing 
In stark contrast with the traditional aggregate marketing that aims at “selling 
a particular product to as many new customers as possible by treating all customers 
from any single market or segment the same way, and getting as accurate a fix as 
possible on their average needs", one-to-one marketing tailors individualized products 
to each of its customers based on feedback from interaction with these customers 
[Peppers 1997]. The customers are no longer indistinguishable from others. 
Customers are different in their need requirements from the company, and 
provide different value to the company. Knowing what different customers need 
involves more than recording what they have bought, because two customers might 
buy the same product for quite different reasons. It is their underlying needs that are 
valuable to the company to gauge the long-term profit contribution of particular 
customers. This revealing piece of information determines the worthiness in 
grooming specified customer group. 
Throughout the process of tightening relationship between customer and the 
company, both parties will be absorbed into a dynamic learning interaction. Cyber 
marketers can keep track of customer requirements through advance computer 
database and modify product specifications. With advent of time, the customer will 
devote more time and energy in teaching the company about his own individual 
needs. The company incorporates this personalized profile into the database. 
Gradually, the customer unintentionally imposes exit barrier and increases the 
switching costs, in terms of psychological search experience and time, to other 
company. The same customer will not bother to re-teach another company about its 
own profile with the same level of sophistication and confidence. Likewise, the 
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company will not sacrifice its long-term relationship with loyal users who are keen on 
submitting collaborative assistance. 
The significance of scale of competition is fading away. In its place is the 
emphasis on scope. The scale of competition refers to market share through 
differentiation of products of services. The scope of competition just concentrates on 
share of customer ——keeping customers longer and growing them bigger. 
The cyber marketer circumvents the vulnerability of transaction-by-transaction 
battle over price through reverting to scope of competition. The one-to-one marketing 
abhors uncertainty and insecurity resulting from the lack of longitudinal propensity of 
customer needs. It simply accumulates information about a whole community of 
customer tastes and preferences. This body of knowledge, community knowledge, is 
acquired with respect to customers who have similar tastes and needs, enabling the 
company actually to anticipate what an individual customer needs, even before the 
customer knows he needs it. Competing in the customer dimension, the cyber 
marketers uses information about what customers have in common, not in order to 
find more customers for a particular product, but to deduce the next most logical need 
that a particular customer will have [Peppers 1997]. 
Figure 3.7 Customer Differentiation Matrix 
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Source: Don Peppers, Enterprise One To One. 1997, p. 57. 
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What the cyber marketer tries to achieve is to move customers towards 
quadrant IV, as displayed in figure 3.7. The more successful the customers are 
differentiated about their needs and preferences, the highly profitability they can 
contribute. The cumulative effects on quadrant IV will be transformed to community 
knowledge. 
Market Segmentation in the Internet 
Marketers are interested to know which groups of people will show affinity for 
and affection to their products or services so that they can assess the business 
opportunity. They realize that it is unrealistic to formulate a product or service or 
brand that will be embraced by all people. Segmentation, or target marketing 
approach to business operations, centers around the recognition that customers have 
different needs and characteristics and that what is on offer can be changed and 
targeted at specific groups of people. Put it simply, segmentation is the breaking 
down of supposedly uniform markets into sup-groupings by reference to the different 
needs and characteristics of the customers [Bickerton 1996]. 
The issue of market segmentation is more pronounced in the Internet since it is 
a new battleground for penetration. A new learning curve is only in the threshold. 
The applicability of marketing segmentation cannot be transferred to a new realm of 
expedition and exploration. Cyber marketers are foraying into a chain of causality on 
how a group of specific attributes will react to product or service offering in the 
Internet. The segmentation process stands as a guiding post to save perplexed 
marketers from enigma decapitating the most talented to achieving promising goals. 
Relating to the success of Cyber Marketing is an appropriate marketing segmentation 
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method. Of the most widely used segmentation methods are demographic, 
psychographic and behavior segmentation. 
Demographic Segmentation 
Demographic segmentation method analyses the observable and measurable 
features of the population. The marketers can rely on such variables as age, income, 
sex, household size, occupation and education to draw reference to consumer，needs, 
preferences and usage rates. These are extensively used because they are readily 
available and can be collected without great difficulty. Also secondary source, such 
as census report, can be used to cross-check the relevance in the context that 
measurement has been taken. 
The Graphic, Visualization, & Usability Center (GVU) performs the World 
Wide Web User Survey twice a year. It touches on general demographics as gender, 
language, years on the Internet, number of e-mail accounts possessed and web page 
creation. 
However these information may not be useful to help marketer target and 
segment lucrative sub-groups. These findings can be served as introduction and basic 
information. The best way to understand the Internet as a distinctive medium is to 
check how users are extracting benefits from it and their motivation behind using it. 
Psychographics 
SRI Consulting offers an alternative to demographic segmentation. This 
segmentation methods dwells on the consumption behavior, usage pattern and 
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lifestyles of the users to infer on how they are living. Generally, these characteristics 
are gleaned from the minute details of how the people with particular demographic 
attributes are living and exhibiting propensity to certain lifestyle. 
SRI Consulting has classified the users into ten Internet Values and Lifestyles 
(iVALS) groups: Wizard, Pioneer, Upstreamer, Socialite, Worker, Surfer, 
Mainstreamer, Sociable, Seeker and Immigrant. 
Among these sub-groups that heavily engage themselves in electronic 
commerce and interactive forums are Wizards, with Pioneers and Upstreamers trailing 
behind. Workers and Mainstreamers adopt a utilitarian attitude in Internet usage for 
work and personal requirements. Bearing the similarity of strong entertainment focus, 
Socialite and Sociable differ in that the former is more technically competent than the 
latter. Seeker and Immigrant are novice users who flock to the Internet merely for the 
reason of not being left behind on technological advancement. Surfer is a group of 
Internet users who are purely leisure oriented and positive about information and the 
Web as a medium. 
Although SRI Consulting has devised a set of questions to identify the iVALS 
segment, there is no practical proof that particular segment will lean to consumption 
of certain products. At best, this segmentation method shows how likely the segment 
will use the interactive features of the Internet, but not particular nature of the 
discussion group. A better way to assess idiosyncratic attributes of Internet users is 
through newsgroups and forums since each of these has its own rules and major 
contributors setting the style of the discussion. 
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Behavior Segmentation 
The basis of knowledge, attitudes and use of a product or service are the 
foundation of behavior segmentation. According to this classification, user status and 
motivation factors are identified [Bickerton 1996]. Basically, these methods can be 
graphically presented in Figure 3.8 in order of time dimension. These two methods 
are not mutually exclusive. They may overlap in certain dimensions, but provide 
different insights into the action-oriented aspects of the Internet users. Terminology 
used may invite different interpretation in the context concerned. However a brief 
illustration will minimize the gap in conceiving how the terms mean. 
Figure 3.8 Behavior Segmentation by user status and motivation factor 
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Source: Pauline Bickerman, Cybermarketing, 1996, p. 91. 
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As regards user status, it can be sub-divided into the global villagers, global 
beachcombers and global workers in terms of intensity of the communication aspect 
of the Internet [Bickerton 1996]. The global villagers use electronic mail to 
communicate, exchange ideas in Usenet newsgroups or forums dedicated to particular 
subjects. Their primary motivator in using the Internet is person to person networking 
and communication sharing. The global beachcombers would like to find something 
of value and prove themselves loyal advocate of the content provider. They use the 
Internet to search regularly database available, abstract, source and order. The global 
workers incorporate the Internet as part of their everyday process of working and 
contacting customers and suppliers. They recognize the Internet as a critical 
information base to draw knowledge from and will remain loyal to sites which 
enhance their knowledge, ability to perform better or give them leading edge 
information. That is why they bookmark those useful for reference. 
The behavior segmentation on motivation factors is less rigorous and highly 
subjective. The "techno-lusters" come to the Intemet with purely technical 
perspective seeking to understand, program and professionally and commercially 
leverage the resulting knowledge base. Like "techno-luster" as the first group 
utilizing the Internet, the "academic-buffs" remain an established and cohesive 
subgroup who use the Internet primarily for the sharing of ideas, publishing academic 
knowledge and networking. The next community on line is the "techno-boffins" who 
reach the Intemet in extending the network with like-minded people to exchange 
information. The most pragmatic group is the "get-ahead" who are trying to tap 
knowledge banks to improve their marketability and increase their knowledge banks. 
They use the Internet as a mechanism to achieve their goals. E-mail is the main 
driving force behind their use of the Internet and speed of communication is of 
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paramount importance to them. The “hobbyists” prefer to use the Internet on leisure 
and hobby pursuit, and are less concerned with professional focus than personal focus. 
The "knowledge traders" communicate their knowledge back to their organization or 
link up with other knowledge workers. Often these people are lonely and use the 
Internet as a means of creating a virtual team environment. The last two sectors, 
"business bods" and “home users", are the growth potential of the Internet but their 
fullest potentials as Liternet novice are untapped. 
Taken into consideration of time and place in assessing the Internet, the users 
are grouped into Cyber-buyers, Cyber-consumers and Cyber-surfers [Keeler 1995]. 
Cyber-buyers are professionals who spend a great deal of time online, mainly in their 
office. They have to make complex purchasing decisions within a tight time frame. 
Cyber-consumers are the home computer users wired up to the Internet. They have 
purchasing powers and are presumably the target of marketers. Cyber-surfers use 
online technology to expand their horizons and for fun. They all are proactive. They 
go online, plugged in, and are aggressively hunting for information they want. 
Conspicuously, the segmentation process is not a rigid one. There are no 
concrete boundaries among groups. The demarcation lines are arbitrary and fictitious 
rather than real. Nonetheless the core classification attributes have to be respected. A 
word of caution is that no matter what usage pattern has been selected as the central 
variable, the contextual meaning and reference shall be held consistent throughout a 
discussion. These criteria shall not be treated as malleable to produce convenient 
result at the expense of logical consistency and persuasiveness. 
All these building blocks are all interlocked and survive in a symbiotic mode 
of existence. For example the community knowledge associated with one-to-one 
marketing is an internal filtering mechanism that helps arrive at market segmentation 
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of customers. Even though the meaning of the customer profile makes sense to the 
company only, it is undeniably separating one group against another one. In addition, 
it is indeterminate whether interactivity precedes relationship marketing or vice versa. 
However vague these notions seem, they are conducive to coming into terms of a 
common understanding for further discussion. 
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CHAPTER IV 
CYBER MARKETING TRANSACTION PLATFORM 
An Overview 
Information is used differently as a result of technological developments. The 
pace of change in information technology and its diffusion will continue to increase 
[Ellsworth 1996]. Civilization is based on markets, and markets operate under the 
auspices of information. New medium creates a "market-space" with a new matrix of 
ideas, information, networks, and systems that entangles potential buyers and sellers 
into a new interlocking interaction web. That market-space will be a crucible for the 
core blocking blocks of that new medium to earn widespread acceptance and 
credibility. 
For the building blocks of Cyber Marketing to be achievable, unique 
transaction platform shall be extensively adopted and universally accepted. This 
transaction platform is merging together technology and communication linkages. 
Transaction is not subject to the interpretation of conventional wisdom. It is far more 
than a sales transaction concluded. Rather it refers broadly to all bi-laterally 
addressable maneuvers initiated by either on-line companies or customers. In the 
Internet, both parties will not play the role of sender or receiver perpetually. 
Customers or users can freely activate a "transaction" — downloading information, 
searching for information and requesting for orders. On-line companies can 
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disseminate marketing information to burnish corporate image, arouse brand and 
product or service awareness, stimulate product interest, announce on-line customer 
support and service, and solicit sales. 
Clustering two distinct categories is far more immaculate. But it lessens the 
burden to classify when will technology play a crucial role or when will 
communication become indispensable. This transaction platform enables the building 
blocks of Cyber Marketing — interactivity, one-to-one marketing, reverse marketing 
and relationship building — to come into play with the marketing mix. 
Cyber Marketing transaction platform can be used to emphasize and foster 
customer relationship through its integrative bi-directional nature. As marketing 
people know that the cost of obtaining a new customer outweighs the cost of 
maintaining a current one, cyber companies shall take the advantages of the Internet 
to establish and maintain one-to-one relationship with each of their customers at 
comparably low cost. The web can offer a personalized interface that offers 
customized and individualized experience, and generate dialogue basing upon a user's 
idiosyncratic signatures, preferences or usage patterns. Information collected from 
user for this purpose provides the company a comprehensive picture for each 
customer. This comprehensive user profile offers opportunity to glean relevant 
information on advertising, marketing, product or service offering to the targeted user 
community. In such a way the building blocks of Cyber Marketing begin to emerge. 
The transaction platform is leveling the battlefield in the Internet so that only the 
companies having the qualifying attributes can compete. But the companies are left to 
rein in the differentiating factors of success peculiar to their internal resources and 
pertinent to the characteristics of industry competition. 
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By breaking down barriers between companies and customers, the 
effectiveness of market communication is increased. Technology also makes timely 
communication possible. Up-to-the-minute information is now available for 
customers to make the most educated decision. With time to market being shortened, 
companies enjoy the benefit of reduced lead time between the introduction of a new 
product and income generation from it. Technology also reduces cost to bring the 
product and services to market. It cuts thin the redundant distribution layer. The extra 
cost saving will eventually be passed back to the customer. Competitive advantages 
can be gained through better customer service that accrues from Internet systems. 
These systems can truly become a link for customer satisfaction, which in turn gains 
the company a competitive advantage [Callon 1996]. 
Thus, Cyber Marketing takes advantages of the Internet technology in building 
a competitive value chain model. As demonstrated, the use of this technology 
contributes to product development, manufacturing, marketing, sales, distribution and 
customer service with the ultimate objective of providing and maximizing value to 
customer. The Internet makes a significant contribution to each component of a 
company's value chain. 
Each Internet application has its own pros and cons, and has different role in 
Cyber Marketing. A strong customer relationship is not created by a single sales 
transaction. It results from a continuation of interactions taking place over time. At 
each stage, the quality of communication and perceived responsiveness will have an 
impact on customer satisfaction and loyalty. Some of these tools will performance 
better, and more effective than the others in these stages. Each of these tools plays a 
unique role in a business information infrastructure, and they each offer advantages 
over traditional, centralized systems both in terms of flexibility and ease of use. 
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Among those tools of the transaction platform, the World Wide Web, E-mail. 
Discussion group and relay chat are widely used. 
World Wide Web 
World Wide Web is the most exciting feature of the Internet. It transforms the 
otherwise text driven Internet into a graphical point-and-click environment. It has a 
great range of content. Hypertext is the main concept underlying the development of 
World Wide Web. The powerful mechanism provided by hypertext is the ability to 
collect and link the world's information together. 
The key to World Wide Web marketing is realizing that the user is empowered 
and in control. This paradigm shift in marketing — away from one-way, in-your-face 
advertising toward user/viewer empowerment ——can hardly be overemphasized. On 
the Internet there is no such thing as "captive audience." The web viewer is only a 
hyperlink and a mouse click away from "changing the channel." If they don't like your 
material, they will jump to somewhere else. To keep the viewer interested, the web 
publisher/broadcaster must provide information of intrinsic value to the viewer, 
something that will motivate him or her to continue down the path of related 
hyperlinks to the product or service being marketed. Since the viewer is in control and 
the remote control (i.e., the mouse) is in his or her hand, the information provided 
must be informative and/or entertaining, i.e., of utility to the visitor. 
The real power of the web is to provide information in a powerful new way, 
whether it may be text or data, or it may be multimedia. The key is that it be useful in 
both content and organization. Users must be able to find their way through it easily 
and quickly. Web with graphic richness and leading edge effects may get potential 
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customers to notice your site. But those sparkling features can only keep users for a 
few minutes. After the passion has subsided, such artifice will drive them away if the 
site has little substance. Besides those who are looking for entertainment, most 
Internet users are surfing with a mission and often with a meter running. They do not 
have the luxury to enjoy costly, flashy animations and effects. 
In a survey conducted by Chang et al about Fortune 500 companies, it is 
observed that 93.2% of them display product and services, and 86.1% of them provide 
overview information in the World Wide Web [Liu 1997]. 
E-mail 
E-mail is one of the most ubiquitous applications. Marketing people can use e-
mail to reach potential customers and conduct small- or large-scale research. 
Participating on mailing lists that are particular to the industry and a product can 
provide invaluable perspectives from existing and potential customers [Vitale 1997；. 
E-mail is the most widely used application on the Internet. However, the use 
of e-mail services generally requires knowledge on the recipients' side, such as their 
address and preference for advertisement e-mail. This poses a serious restriction on 
the use of e-mail for marketing purpose. 
� Electronic mail interaction is personal, a direct, one-to-one, electronic 
correspondence between two people. It can also be a one-to-many broadcast from one 
user to multiple recipients. Mailing lists can be either private or public. The major 
difference is the subscription list of the public mailing list is maintained automatically 
by some software. 
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People's job and their personal life are becoming more and more mobile, e-
mail access is the easiest way to reach them. 
Intel's Andrew Grove believes that electronic mail systems are the first 
manifestation of a revolution in the flow and management of information in 
companies throughout the world. In Grove's view, "The informed use of E-mail has 
two simple but startling implications: It turns days into minutes, and allows each 
person to reach hundreds of co-workers with the same effort it takes to reach just 
one." An important outcome of these changes is that the ability to access and 
effectively use information has become an important source of competitive advantage 
in virtually all industries. 
Cyber marketers may fall in the pitfalls of misusing e-mail. It is what people 
call unsolicited e-mail — spam. If the cyber marketers are not sure whether the 
users will like it, they can use short e-mail. In other words marketers can send subject 
title only and request users to reply or retrieve information if they are interested. It 
will make e-mail mass advertising less hostile. 
Newsgroups/Discussion lists 
Newsgroups are similar to mailing lists. People subscribed to them can read 
and post messages to each other. They function like an electronic bulletin system of 
the Mernet and are sequentially collection of messages or notices posted by 
individual users. Specifically, the newsgroups technology makes finding a discussion 
on a particular topic and distributing messages to remote sites very efficient. 
Newsgroups are dedicated for specific interest areas. They are thousands of topics 
covered in the newsgroups circulated on the Internet. Some of them require 
43 
subscription fee but most of them are free. People subscribe to a particular newsgroup 
share some common interests. Naturally, this is a form of market segmentation that 
marketing people would like to exploit. The good news is they are already there, all 
marketing people have to do is go and look for them in the Internet. It is a good place 
for different marketing activities. For existing products, they can collect customer 
feedback. For new products, they can evaluate the acceptance of product by the 
market. For products under development, they can collect customer requirements and 
comments on features. Newsgroups are also invaluable to educate the customers and 
promote products. People are more willingly to listen to comments make by other 
customers rather than the company that made the product. With a well thought out 
strategy, company can build and spread the word of mouth easily by means of 
newsgroups. 
Internet Relay Chat 
Internet Relay Chat (JRC) brings to use the capability to communicate 
interactively in real time through the Internet. Like telephone, the geographically 
barrier between sending and receiving parties is eliminated. While the "party line" 
services provided by the telephone company may have physical limitation on the 
number of users that can join the conversation simultaneously, Internet allows 
hundreds of users spread around the world to join the discussion. The potential 
marketing application of IRC is similar to newsgroup, except that it allows a free flow 
of ideas that is not possible with newsgroup. The posting of response to a particular 
message may take newsgroup as long as one day to update, while interaction with 
IRC happens at real time. It is ideal for speedy customer support, regularly scheduled 
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discussion forum and occasions where written words give a more precise description 
than spoken words. For a hi-tech innovative product, accessing customer service 
through an online interactive support may not just attractive but a necessity in the 
future. 
Just a glance of these tools will convince users of their value. The merits and 
drawbacks of them are listed in Table 4.1. In addition, the marketing applications of 
them are shown as well. 
Table 4.1 Pro and Cons and Marketing applications of Cyber Marketing 
Transaction Platform 
Technology Pros and Cons Marketing applications  
E-mail • Push technology • Product / services 
• Channel for two-way announcement 
communication, receiver can • Company's newsletters 
decide if they want to reply • Direct marketing and tele-
• Number of audiences reached is marketing 
guaranteed 
• If not done carefully, the message 
may become unsolicited one 
causing real harm to the company  
Newsgroups/ 參 Push technology • For new product 
Discussion lists • Specific target segment/audience introduction/test market 
are categorized through different • Generating word of mouth 
newsgroups reputation 
• Best for collection customers 
comment on product and 
service  
World Wide Web • Pull medium • Information distribution of all 
• Easy to use kinds 
• General audience • Electronic catalogs 
• Most WWW sites are not • Product and service advertising 
interactive • Corporate image building 
• The site itself needs advertising • Process business transactions 
• Multimedia nature makes it • E-commerce 
information rich • Conduct market research 
• Difficult to measure the 
performance  
Internet Relay • Real time interactive • Customer support service 
Chat communication • Discussion forum 
• Personal interaction with 
customers  
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The technology and communication standard are evolving at an amazing rate. 
To group them under one roof will ease the pressure to update terminology too 
frequently. Because of the confluence of technology and communication inside the 
realm of the Internet it is a nomenclature to mention the individual entity which are 
increasingly tied with the other. 
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CHAPTER V 
CYBER MARKETING IN ACTION 
Cyber Marketing and conventional marketing — a nominal difference 
Exists in an amorphous nature, Cyber Marketing has been confined to the 
secondary marketing battlefield to the cyberspace, while leaving the primary one 
intact — in the mind of the customers. That means marketers and consumers are 
dubious about the efficacy of on-line marketing, not to mention transactions. Liternet, 
also known as cyberspace or information superhighway, provides many unique 
marketing opportunities that are unmatched by traditional marketing avenues or 
channels. Customer relationship becomes the ultimate objective for genuine cyber 
marketers to achieve. The flexibility of Cyber Marketing opens the gateway for this 
novel goal to be met. A basic understanding on characteristics of the marketing mix in 
the Liternet, communication platform, as well as its community is essential to grasp 
success in Cyber Marketing. 
Marketing mix is a collection of controllable marketing variables that a 
company can plan and use to influence the respondents' responses towards a 
company's products or services or brand image. Cyber Marketing does not differ too 
much from traditional marketing in its ultimate goal and motivation behind product or 
service offering, provided that they are customer-driven. This section conveys the 
message that Cyber Marketing concurs with existing marketing in integrating and 
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reinforcing the totality of different aspects of a company's marketing resources and 
momentum. 
Each marketing medium has its unique characteristics. Internet is a new 
medium and what makes it different from convention media is its ability to provide 
full interactivity with customers. In contrast, print has no interactivity while TV and 
radio have limited interactivity in the forms of call-ins. Cyber Marketing is not meant 
to replace traditional marketing, and with the current stage of development it is not 
likely to become the mainstream marketing medium. An over-riding challenge is how 
to align Cyber Marketing with conventional marketing mix. Litervening between the 
means of Cyber Marketing and long-term profitability is a medium term objective in 
fulfilling the requirement on interactivity, one-to-one marketing, reverse marketing 
and relationship building. (Refer to Figure 5.1 for the comparison) 
Traditional marketing has been characterized by expensive cost, long time 
span for effects to be recognizable and hit-or-miss quality of results in relation to 
efforts expended. On the other hand, Cyber Marketing possesses a number of discreet 
advantages. It saves time and money as compared with traditional marketing. In 
addition, it cuts short the steps in the marketing process in that there is no need to 
follow sequential process. Cyber Marketing empowers customers to take control of 
the purchasing process and eliminates the ethical issues of deceptive marketing. It has 
been reiterated that the Internet is information rich and interactive and customers are 
aware of their choices. There is no physical boundary for Cyber Marketing. 
Customers all over the globe enjoy the same level of information. It lifts the entry 
barriers to industries promising greatest returns and offers equal access opportunity 
[Keeler 1995]. Cyber Marketing will not and cannot replace traditional forms of 
marketing in any way. Instead, it will add to or subtract from the today's marketing 
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mix. For instance, it will add more interactivity into the marketing activities and 
subtract costs from them. It will add more information value to products and services, 
and take away barriers to extending a business into international markets. 
Figure 5.1 Cyber Marketing versus Traditional marketing 
i ^^^^^ Marketing ^ ^ ^ i 
^ _ _ i L _ ^ ^ _ _ j L _ ^ 
( ^ ^ ½ ^ C ^ J ^ ^ ^ ^ ^ ^ ^ 
: : : : 
t ~ t z ^ 
Product ‘ �  
Fromodon 
Price <<<<<><<<<><<<<<><<<><<<<<<<>>><>><<>>><<<<<<<<<<>><<><<<><<<><>> 
F J a c e � � 
Place • - - ^~‘——• • • 
Mean to p , 
I . ,1 JrO-Cv 
achieve the . 
goal P ^ m — n Produot � 
i 
j Customer relattosMp 
I bmidkg . � � : \ 
I Cy$tomer satisfactloR� : 
j �V � 
i CoRtiniuous� � � � … � � 
j i m p r o v m e j a t � � � � �‘ 
： ： 
^ _ j ^ _ _ ^ ^ ^ _ j L _ ^ 
End State / ^ ^ s ^ X ^ ^ ^ ^ X 
r p — m t y ^ r ; ; S ) 
Conceptual model of Traditional Marketing and Cyber Marketing I 
^^ "^ ^^ ""TT"Z"^ ^^ TTT*l!Z!^ 3^^ ^^ I^ S^ I^ 3iS^ i!^ ^^ 7S^ ^^ I^ E^ I^ !^ ^^ ^^ S^ ^^ ^^ ^^ ^^ ^^ K^^ 3^ 
49 
Business to business marketing can be best achieved through Internet. The 
Internet provides fast and reliable connections to suppliers around the world. It 
significantly contributes to the aggregation and consolidation on the operating and 
administrative components of a company's value chain. However, the widely and 
rapidly available industry information also benefits competitors as well. The 
competitive difference between companies is reduced in this sense. An in-depth 
analysis on the value chain encourages companies to focus on areas where strategic 
use of Internet will result with the most remarkable performance. 
The explosive development of the Internet poses both threats and opportunities 
for marketers. The customers are becoming information-thirsty and time-starved. 
They are more than ready to chase after the information boom no matter where they 
go and when to retrieve them. On the other hand, they need to reallocate the time 
allotments among various mass media. The cyber marketers have to pit themselves 
against the traditional mass media for precious time resources of customers. 
Traditional marketers are not stripped of all alternatives but unbridled jealousy. They 
can move with agility to occupy a share of customer's time allocation. 
Each decision to move forward with an "Internet presence" must be coupled 
with a realistic expectation of anticipated results. Business executives will investigate 
the business potentials offered by the Internet, explore its requisite requirements on 
resources and commitment, analyze its shortfalls, and develop an integrated Internet 
strategy that compliments ongoing business plans and initiatives. 
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Nuts and Bolts in Establishing a Web Presence 
Selecting a thread — a strategic intent 
A basic rule in extending awareness and interest to transaction should be that 
when an Internet user discovers something he or she might like, the fleeting desire 
should be converted into an order before it fades [Vitale 1997]. 
Prior to the creation of a web site, marketer must have a lucid picture on what 
response will be aroused on the visitors. Without guiding operating principles 
directing a web presence, the efforts of erecting a web site will vaporize. There shall 
be a clear and understandable idea penetrating throughout the web site, and visitors 
shall be able to realize the benefits they can reap from the site. The content can be 
modified and updated periodically, but not the "look and feel". The site shall be able 
to delineate an elegant, but distinguishable personality. Akin to the emphasis on 
ambiance and shopping feeling in the retailing mix, personality does relate to image 
consistence and distinctiveness. It is an abstract and aesthetic construction. 
In retum, cyber marketers might develop achievable goals of the web 
presence. Cyber marketers are motivated to extend customer service on-line, advertise 
and promotion products or services, generate sales revenue, acquiring new customers, 
improve profitability, burnish company image and build brand equity. 
Dr. Ralph Wilson proposes a steadfast dedication to a web philosophy [Wilson 
1997]. Cyber marketers shall focus on customers, presentational excellence, tweaking 
web strategy, and scheduling marketing time and money. Since Web marketing is 
still in its infancy, marketers are sometimes led astray. Web designers mistakenly 
keep themselves busy on exploring new technology that enhances the appearance of a 
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web page, and overlook the point that customers are the ends that they should focus 
on. Webs are built for the customer, not the products or services. This objective must 
be achieved before a web can have success. To make a company's web site stands out 
from millions of competitors' webs, all-around excellence in a company's 
presentation on the web must be offered. It calls for excellence in both writing and 
logical presentation. The web is new and evolving. Each business is so different from 
the others and there is no best way for web marketing. Each business instead should 
plan on continuous, incremental improvements on its Liternet strategy to fit on the 
dynamic nature of the cyber-space. Last but not least, web marketing is no less work 
than any other marketing. An effective and successful web requires not only hard 
work but also continuous innovative efforts. As long as effective communication 
prevails throughout the site and with web users, this format of marketing will sustain 
its viability. 
Creating a theme 
A unique selling proposition of a web can help visitors identify specific values 
where their search experience can be matched [Schulman 1997]. What a mission 
statement to a company is what a unique selling proposition to a web. For example, 
the unique selling proposition of Amazon.com is "the biggest book store in the 
world". The communicative content of the site becomes visible once the visitors 
arrive at the site. This USP allows the nature of the site to crystallize. Obvious 
enough, Amazon.com is a selling site. (The following section will explain how the 
nature of site is identified.) 
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The USP becomes the driving force of the web design. The web designers 
shall first understand what motivate users in visiting the site and become aware of 
why they are interested by it. Essential as web presentation may be, web designers 
cannot be oblivious to the all-encompassing significance of the USP that infiltrates 
towards other facets of web communications. Once interests are aroused, the toughest 
question will remain on how to maintain the interests or even inflate interest intensity 
level. For content sites, the most essential technique is to update the content on a 
regular basis to bring freshness. This is the most effective way to draw users on 
revisiting the sites frequently. The next thing web designers may consider doing is 
changing web design or layout from time to time. People in general are curious. A 
new look or a new way to present information may lead to frequent visits by a 
customer. 
Web Page Authoring 
The popularity of a web site hinges on whether added value is created. John 
Eighmey incorporates uses and gratification perspective in postulating communication 
effectiveness [Eighmey 1997]. When this perspective is applied in radio and 
television, a sense of competitive self-esteem, educational function, need for 
information acquisition, escape, companionship and value reinforcement are among 
the considerations. It is found that web site users are assisted by information placed 
in an enjoyable context. Secondly web users are assisted by organizational ideas that 
make sense in terms of the strategic purpose of the web site. And finally, web site 
visitors are assisted by efficiently executed designs. The user benefits of commercial 
53 
web sites are similar to that of radio and television. In fact entertainment value is 
inescapably important. 
Adding testimonials from satisfied visitors or customers increases the 
credibility of a web site [Vitale 1997]. Even negative statements are blessing in 
disguise. By admitting flaws, the company can show its sincerity in acknowledging 
errors and dedication to improve. 
Success is also attributable to the ease of navigating the site. There are 
different site layouts that facilitate navigation. Most commonly used is search engine. 
Search engine helps users find out related subject matter and company names. 
Secondly a site map outlines the subsections included in the site. The visitors can 
skip unnecessary page to save time in downloading files and jump to the desired page. 
Lastly the company can utilize an index page in the same vein. 
Ideally, a company should develop a web publishing style guide before 
authoring its web site. The guide provides a mean to ensure that the web has a 
consistent look and feel. Although the web is made up of pages that are written by 
different people, these pages will not look different with reference to the stipulated 
guidelines [Schulman 1997]. 
The web designers have to brood over the trade-off of one effectiveness 
dimension for the other, such as number of pages accessed versus time spent [Dreze 
1997]. The number of pages, sound, image size, site background color, celebrity 
endorsement, just to name a few, are influential in attracting unique targeted 
individuals for designed promotions, content and services on the Web. 
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Selecting a Domain name 
Domain name is the web site's address in the Intemet. Internet domain name 
can be considered as a powerful trading resource. Network Solutions Lic. (NSI) is 
responsible for administering and maintaining addresses in the Internet. In fact a 
well-chosen domain name not only eases the pain in memorizing and recalling a 
favorable site, but also breeds advertising and marketing value. With the commercial 
sites sprouting out at a dazzling pace, this is difficult if not impossible to find a 
foolproof solution to this problem 
Promoting the web presence 
Most often, existing customers will be those who have immediate interest on 
the company's web site and should be notified immediately. This approach is the 
easier way to generate the critical mass that gives the launch an initial success. The 
following is a list of items that helps in promoting the web [Schulman 1997:. 
Promoting the web address is of paramount importance as it will elicit traffic and in 
turn allow the virtuous cycle of the loyalty dynamic loop to spin out. Cross-
promotion through such printed materials already in circulation as corporate 
letterhead, business cards and catalogues, annual reports and product literature to 
publicize e-mail and web addresses. Needless to say conventional advertising vehicles 
like newspapers, television, radio, billboards, newspaper and magazines will broaden 
the exposure and produce desired responses. The company can also sponsor 
newsgroups and mailing lists that are related to the business. Search engine, banner 
55 
ads, cross link and key words are indispensable in advertising the e-mail and web 
address. 
Marketing Mix in Cvber Marketing 
Conventional wisdom asserts that the analytical tool of marketing mix, of 
which place, price, promotion and product are family members, can be transferred to 
the realm of Cyber Marketing with equivalent level of evaluative power and 
explanation capability. However, not four of them are squarely applicable to different 
nature of web sites. Neither shall they be categorically dismissed for their usefulness 
in vindicating how attractive the Internet is. In Cyber Marketing, the environmental 
constraints inherently eclipse some of the marketing mix elements. The Internet is a 
double-edge sword for Cyber Marketing to exploit its potentials. As a revolutionary 
medium the Litemet promises enormous expansive market reach if the marketing mix 
vibrates with consonance with the characteristics of it. Take "place" as an example. 
If a wholesaler is looking for retailers in the Internet, it is squandering resources. 
Instead it shall bypass retailers to reach end customers directly. Internet is short-
circuiting and upsetting the balance governed by the vigorous, rigid and traditional 
manufacturer-distributor-wholesaler-retailer-consumer transactional sequence. The 
flip side in approaching the wrong distribution respondents is that inventory piles up. 
The Internet guarantees success and growth but also relentlessly disposes inadvertent 
users. The following discussion pinpoints the multifaceted market mix in the Litemet. 
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Promotion 
In support of other marketing mix, the promotion mix aims to create an 
awareness of the availability and benefits of products, encourage sampling of 
products/services on offer, encourage repeat business, and establish and maintain 
corporate image [Bickerton 1995]. The frequency and volume of purchase will be 
increased. Also receptiveness to newly launched products can be hastened. 
Sales Promotion, Public Relation and Direct Marketing 
Oriented towards transaction or consumption, sales promotion in the web has 
limited alternatives to heighten product or service adoption rate. The cyber marketers 
can offer downloadable copies of, say software, music, executive summary of 
research reports and book extracts, or trial periods in subscribing a service (financial 
analysis and entertainment clubs). The main purpose is to get prospective customers 
tangentially familiar with products or service on offer. Those traditional promotional 
programs as coupon, price-offs, bonus pack, refunds and rebates, contests and 
sweepstakes are hard to imitate in the cyber space. Cyber sales promotion tends to 
affect attitude change and effect preliminary experiential encounter with an offer. 
Public relation can be proactively fostered in the Internet when cyber 
marketers get hold of the interactivity benefits. It is mainly through newsgroup and 
mailing lists that product additional exposure, newsworthiness and credibility are 
achieved. In such a way the goodwill between a company and customers is enhanced. 
Creating a web presence is already a form of direct marketing that initiates 
immediate and measurable responses from customers. The cyber marketer can 
acquire visitors by personalized profiles and then aggregate them in the knowledge 
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community. It is a valuable tool for one-to-one marketing. The message conveyed in 
the site is not simultaneously competing for visitors' attention as in press advertising. 
The visitors, who are at least motivated to search for useful information, consciously 
decide to spend time in the site. The interactive facet of the Internet makes it a more 
effective weapon in translating customer responses into impetus for product or service 
adjustment. 
Cyber sales promotion cannot relinquish its shroud of high-handed inherited 
from traditional marketing. In contrast the stalwarts of one-way communication in 
public relation and direction marketing are smashed apiece by the uncompromising 
advent of the notions of interactivity, one-to-one marketing and reverse marketing. 
Advertising 
Posting of a web page on another web sites such as on-line mall, search engine 
or communication service, this perspective takes a web site as an electronic storefront 
presence. Another perspective views the actual web site itself as a full-grown 
advertising medium, since it provides information about company's products or 
services. The web site can allow customers to access directly the company's 
database. For example, Federal Express invites customers to track packages directly 
from connection with its network in the Liternet. In terms of broad strategic direction, 
web advertising can achieve easy communication with existing customers, provision 
of service and support to existing and prospective customers, augmentation of 
business communication, and finally global communication. Specifically, the tactical 
aspects include building brand awareness and loyalty, direct response solicitation. 
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educating the marketplace, product demonstration and distribution, public relation, 
and product research and development. 
What entices cyber marketers in advertising in the Internet is the exponential 
growth rate of its users. The adoption rate of Intemet has been the fastest among all 
available advertising vehicles. (See Figure 5.2) It takes only half of the time that 
cable TV needs to reach the current level of viewers, and one third of time as 
compared with Television. 
Figure 5.2 Adoption Curves for Various Media 
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Internet Advertising integrates many of the positive advertising elements of 
other media. Like TV, it delivers visual impact from active viewers who are attentive 
for each impression or exposure. Like radio and magazines, it enhances selectivity 
and segmentation with interactivity. Users can be captured at the most opportune 
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moments when they are ready to purchase products or services. Unlike Television 
advertising that delivers content serially, Internet advertising offers parallel delivery 
of an advertisement with the content a user is searching for. There are numerous 
opportunities to capitalize on continuous web technology and tools improvement to 
create interactively compelling ads for the increasingly specific target audience 
[Meeker 1996]. Table 5.1 outlines the comparison results among media. 
On a grand scale, building brand and direct marketing are two purposes of 
advertising. Mary Meeker from Morgan Stanley predicates that Internet is not as 
effective as conventional media in the former while it can easily outperform other 
media on the latter [Meeker 1996]. The lack of bandwidth and the resulting lack of 
sound and animation decapitate its ability to produce life-like images or sound that 
TV and radio provide. It means that increased ad exposure cannot take the place of 
conventional media in the impact they can produce in the mindset of the recipients. 
On the other hand, the unfathomable potential of Internet advertising will greatly 
increase audience acceptance and customer receptiveness. It is a mooting point on 
whether this observation is tenable. If these two purposes are complimentary and 
compensate for the deficiency of the other, Intemet advertising faces meteoric rise. 
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Table 5.1 Selected Advertiser Pros and Cons for the Major Media and the 
Internet 
Medium Pros for Generating Advertising Revenue Cons for Generating Advertising Revenue 
TV • Intrusive impact — high awareness getter. • Ratings fragmenting, rising costs, "clutter." 
• Ability to demonstrate product and feature • Heavy "downscale" audience skew. 
"slice of life" situations. • Time is sold in multi-program packages. Networks 
• Very "merchandisable" with media buyers. often require major up-front commitments. Both 
limit the advertiser's flexibility. 
Radio • Highly selective by station format. • Audience surveys are limited in scope, do not 
. A l l o w s advertisers to employ time-of-day or Provide socio-economic demographics. 
time-of-week to exploit timing factors. • Difficult to buy with so many stations to consider. 
• Copy can rely on the listener's mood or • Copy testing is difficult, few statistical guidelines, 
imagination. 
Magazines • Offer unique opportunities to segment markets, • Reader controls ad exposure, can ignore campaign, 
demographically and psychographically. especially for new products. 
• Ads can be studied, reviewed at leisure. High • Difficult to exploit "timing" aspects, 
impact can be attained with good graphics and 
literate, informative copy. 
Newspapers • High single-day reach opportunity to exploit • Lack of demographic selectivity, despite increased 
immediacy, especially on key shopping days. zoning — many markets have only one paper. 
• Reader often shops for specific information • High cost for large-size units. 
when ready to buy. • presumes lack of creative opportunities for 
• Portable format. "emotional" selling campaigns. 
• Low-quality reproduction, lack of color. 
Internet • Internet advertisements are accessed on demand • No clear standard or language of measurement. 
24 hours a day, 365 days a year, and costs are • immature measurement tools and metrics, 
the same regardless of audience location. 
• Although the variety of ad content format and 
• Accessed primarily because of interest m the style that the bitemet allows can be considered a 
content，so market segmentation opportunity is positive in some respects, it also makes apples-to-
large. apples comparisons difficult for media buyers. 
• Opportunity to create one-to-one direct • Difficult to measure size of market, therefore 
marketing relationship with consumer. difficult to estimate rating，share, or reach and 
• Multimedia will increasingly make creative frequency. 
more attractive and compelling. • Audience is still small. 
• Distribution costs are low (just technology 
costs), so the millions of consumers reached 
cost the same as one. 
• Advertising and content can be updated, 
supplemented, or changed at any time, and are 
therefore always up-to-date. Response (click-
through rate) and results (page views) of 
advertising are immediately measurable. 
• Ease of logical navigation — you click when 
and where you want, and spend as much time as 
desired there. 
Source: TVDimensions '96, Morgan Stanley Technology Research. 
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In resolving a mind-boggling debate on the focus in building brand loyalty, 
Ned Anschuetz provides the answer. In that debate, one camp of marketers insists on 
narrowly targeting marketing activities on loyal customers who contribute to the 
lion's share of company's profit. The wrestling opponents are those favoring 
adjusting focus to the appeal of the mass in building brand loyalty. Ned Anschuetz 
finds out that the more the heavy buyers of a brand, the more popular in general the 
brand becomes. He also points that in order to build brand popularity, marketers must 
integrate target audience to include as many category users as possible. The 
marketing activities shall appeal to different kinds of category consumers [Meeker 
1996]. 
The faster the critical mass of user profiles that direct marketing helps attain, 
the earlier brand building effectiveness of the Internet will be consented by advertisers 
and companies. It is more than confident to speculate that Internet advertising will be 
able to achieve its purpose on brand building and direct marketing. As the Internet 
user base expands and embraces users of diverse background, the brand building 
effectiveness will develop at faster pace. 
With reference to the different nature of the web sites, it is important to wield 
different web advertising products to their utmost effectiveness. There are typically 
two areas that a web site can drive traffic. The most critical one is links, which drive 
traffic to another site. Links can be banners, buttons and key words. These products 
help users reach the desired sites or explore intriguing sites. 
If users find an intriguing banner, which usually contains eye-catching phrase 
or slogan with embedded animation, they can click on it and are led to advertiser's 
web site. When a user has done that, a click-through is recorded. Rex Briggs and 
Nigel Hollis find that the advertising effectiveness of banner ad is unequivocally clear 
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[Anschuetz 1997]. Banner ads remind users of a brand's existence, stimulate latent or 
dormant brand association thus increases the likelihood of purchase. Banner ads are 
successful in deepening attitudinal involvement with the brand. Thus consumer 
loyalty can be attained when banner exposure have positively affected the likelihood 
that people would buy the advertised brand. Briggs and Hollis indicates that click-
through are more determined by audience innate tendency to click on ads. Other 
audience-related factors are immediate relevance of the product to an audience, and 
preexisting appeal of the brand or company. Advertising-related factors are the 
immediate relevance of the message to the audience and involvement or intrigue 
created by the ad. Banner ads are able to keep audience aware of the brand. With or 
without click-through, the audience has positive affinity for the brand when they have 
been exposed to the banner ads. Clickthroughs are immediate behavioral response 
elicited by exposure to banner. This study has confirmed the value of banner ads in 
Internet advertising. 
The value of banner ads is also confirmed by Bill Harvey. He modifies the 
American Research Foundation (ARF) Model for Evaluating Media to take into 
consideration of the impact of the interactive medium [Briggs 1997]. The ARF model 
represents a continuum from vehicle distribution extending linearly through stages of 
vehicle exposure, advertising exposure, advertising perception, and advertising 
communication towards the end point of sales response. Bill Harvey converts 
advertising perception and advertising communication into persuasion, which in turn 
accommodates recall, clickthrough, interaction and attitude shift. See figure 5.3. 
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Figure 5.3 ARF Model for evaluating Media and Bills Harvey's Expanded Model 
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The advertising effectiveness of banner ads is carried over from advertising 
exposure stage to persuasion stage. He elucidates that banner ads are an important 
vehicle in persuading visitor to pursue further action. The subsequent clickthrough 
action is largely dependent on banner ads. He concludes that enlargement of the 
banner can better accomplish persuasion. 
Buttons are advertisements for companies or their products. When these 
buttons are hit then the visitors will be linked the advertiser's site. Key words are put 
into the search engines so that interested parties can search for the names or related 
subject and get in touch with the site. 
Beyond on the site advertising, cyber marketers can resort to conventional 
mass media. In a survey in determining cross-media awareness, 85% of the 
respondents reported having noticed or seen advertising that contained a web address 
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especially those in TV [Harvey 1997]. These respondents are both web users and 
non-users. Those who noticed a web address perceived advertisers with web 
addresses as more customer-oriented, responsive, personal, reliable, high tech and 
more likely to stay in business longer. Although this study proves the value of 
possessing a web site to off-line companies, it is highly advisable to place ads in both 
the Mernet and conventional media. A number of renowned companies, such as 
Time Magazine (promoting its on-line Time magazine), ESPN (promoting ESPNET 
SportsZone) have been cross-promoting web sites. 
While web advertising is a new discipline, the question on measuring media 
success remains puzzling. CASffi, a joint project of the Association of National 
Advertisers Inc., and the America Association of Advertising Agencies with the 
collaborative support of Advertising Research Foundation, lays down the guiding 
principles of Interactive Media Audience Measurement. CASffi asserts that media 
measurements shall be objective (free from vested interest), accurate (without 
systematic or random distortion), precise (sampling variability of the estimates is 
acceptable) and reliable (the method minimizes random fluctuation in estimates from 
report to report). Although innovation is encouraged, CASEE exhorts that the 
cyberspace media shall be measured at the analysis levels corresponding to traditional 
media measures of gross exposures, reach or frequency, and demographics. Gross 
exposure or visit can be understood as the gross number of occasions on which a user 
looked up a site during a period. Reach will be the number of different people 
visiting a site during a period. Finally, frequency is gross exposure divided by reach. 
In respect to web performance measure, a myriad of companies go 
mushrooming. Clickshare (access and payment system), FPRO (registration & 
auditing), NetCount (measurement of performance and effectiveness of online 
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advertisement), Interse (Net Reporting), NetGravity (Management of online 
advertising, ad inventory management, real-time information and sales process 
automation) are among those that help measure and audit Internet traffic and provide 
site management. Project 2000 has formulated the most impressive net metrics and 
measurement assistance. When consensus on Internet traffic measurement is arrived, 
the advertisers and advertising agency can calculate the cost expended and benefit 
accrued. Advertising effectiveness in the Internet can be compared with that of the 
one in conventional mass media. 
Advertising in the Internet has pre-occupied cyber marketers because it can 
provide steady stream of revenues for content, function, promotion and selling sites. 
Web sites are spurred by advertising revenues to update content and leverage 
technology in presentation graphics. The more visitors click into their sites the higher 
the rate they charge advertisers. 
Place, Price and Product 
In general, the role of place, price and product will be playing second fiddle to 
promotion in the Cyber Marketing mix. By the very nature of boundless 
communication of the Internet, it sets into motion a change in the distribution 
landscape. The notions of interactivity and reverse marketing have undermined the 
instrumentality of traditional intermediaries. With pervasive market information 
coupled with unquenchable appetite for information from customers, the 
manufacturers or distributors are able to establish link with end users. This 
disintermediation process on agents and retailers acts as catalyst in getting rid of 
traditional distribution roadmap. The Internet's ability to displace intermediaries 
- 66 
depends on: the extent to which on-line delivery of product substitutes effectively for 
off-line channels; the strength of on-line company，bargaining power within that 
industry; the vulnerability of traditional intermediaries to erosion of their market share 
[Hagel 1997]. An automotive dealer providing services before and after a sale will 
be hard to dislodge by a on-line automotive dealer. If an on-line start-up can garner a 
big customer base in the initial stage then it can displace off-line companies. An 
example in point is Amazon.com Books. It successfully allures customers, after 
abandoning retailers, to obtain books at greater discount from it. Lastly, when an off-
line intermediary is operating in a fiercely low margin environment, a trend to shift to 
on-line format, for cost-saving purpose, will erode their share. 
Customers are accommodating on-line shopping with accolades because the 
reduced sales cost and reduced costs of distribution are passed onto them. In the 
Internet, consumer sovereignty reigns through improved product and pricing 
information [Bickerton 1995]. The customers can harness the communication 
advantage in the Internet endowed by discussion groups and fomms. The seller can 
no longer restrict information to drive up price when information is freely and readily 
available in the Internet. The sellers cannot collusively team up with other sellers to 
drive up the price because the competition is turning out to be on the global arena. In 
such a way the pricing strategy of the sellers in the Internet are adopting competitive 
pricing strategy. The predicament of sellers can be addressed by product 
differentiation. 
The Internet sets the stage for minimizing time-to-market product launch and 
uplifting the importance for product differentiation. However convenient the 
customers can find product information in the Internet, it cannot obliterate the 
importance of the basic offer of a product or service. The product shall still delivers 
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SURVEY ON CYBER MARKETING SUCCESS FACTORS 
Questionnaire Design 
The transaction platform 
There are questions trying to unveil the level of importance of how users view 
the World Wide Web, e-mail and discussion group. The respondents are asked on 
how many discussions groups they subscribe, whether they communicate with 
webmasters through e-mail, and how intensive and diverse they use the World Wide 
Web. The transaction platforms are interfaces that users and on-line companies 
communicate. Without it Cyber Marketing has a slim chance to take off. 
The transaction 
Throughout the survey it is not how interested the users would be in 
performing transaction in the Internet, but what areas of transaction they are currently 
performing. Transactions are not restricted to sales transaction. They refer to all sorts 
of activities that users can derive benefits, either psychological or materialistic. 
Therefore, searching for information, retrieving data files or downloading software, 
entertainment, and electronic commerce are all covered. It is postulated that users are 
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action-oriented when utilizing the Internet. And there will variation between 
segments. For the building blocks of Cyber Marketing to materialize the usage 
pattern of the Internet users shall be intensive and extensive. The greater the number 
of bi-directional encounter and information exchange the easier for cyber marketer 
exploit the user profiles and modify one-to-one marketing and relationship marketing 
specific to particular user community. 
The rationale behind bias for action is that the Internet, as a revolutionary 
medium, will change conventional marketing concepts. The attention-interest-desire-
action topology in conventional advertising is not that essential in Cyber Marketing. 
It is postulated that when people are aware of the need fulfillment capability of the 
Internet, they will take a ride on it. The presumed time span for attitude shift interest 
cultivation to elapse will be contracted. Such hindering factors as web technology, 
communication, privacy and security will be short-lived, given the quantum leap of 
technological evolution. 
Internet Usage Characteristics At A Glance 
A survey conducted in 1996 revealed that the Internet is used primarily by 
technically proficient individuals, who tend to access it mostly from work. Although 
33 percent of American homes have PCs and almost 75 percent of those home PCs 
have modems, yet only about 6 percent of these families do access the Liternet, and 
only one member of the household go online. Moreover, 70 percent of Internet users 
are men between 25 and 39 [Komenar 1997]. People equipped with PCs and modems 
who do not use the Internet or online services explain that they find the experience of 
accessing these services overwhelming. They are not sure how to get started, and they 
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find the process of going online laborious. It is understandable. Those are the pains 
that people have to go through in the learning state of an emerging technology. The 
Internet mix is certainly changing and the aforesaid data may not correctly tell the 
current situation. However, it shows a clear and very important scenario. The Internet 
audiences can be roughly classified into two categories. They are the office users and 
home users. Office users are those who have to access online information as part of 
their jobs. No matter how hard they think using Internet is, they have to learn it and 
use it with proficiency. Home users represent the segment at the other extreme. What 
make them different from office users is they learn to use Internet at their own will 
and with their own time. They use Internet for their own sake, and to improve quality 
of their own lives. People will not waste time on things that won't do them any good. 
They are the group of people who are well motivated when going online. With this 
group, students or youth are the representatives. They are more explorative and 
adventurous in nature. They like to try new things and receive challenge. They are 
eager to learn and resourceful in terms of Internet culture. They can easily find 
solutions to an online problem from their peers. They are well trained at school and 
good at technology. Their culture affirms that going online is a fashion. They tend to 
consider a personal email address as their status symbols. All these guarantee them a 
smooth transition into Liternet community. No wonder why students were among the 
largest consumers of recorded music sales made online. Once they are in, they will 
discover the enormous benefits provided by the Internet, and become a loyal citizen. 
Their adventurous spirits of trying new things help propel Internet technology. They 
are an important segment of Internet mainstream customers for today and tomorrow. 
They help shape or may even govern the end state of Internet future development and 
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evolution. They are those people who are looking forward to transferring most of their 
day-to-day transactions online. 
A similar survey is conducted in Hong Kong by late 1997 [HKPRI, 1997]. It 
is performed by the Hong Kong Policy Research Institute. The survey shows that 
there are about one hundred fifty thousand Internet users in Hong Kong. Of these 
Internet users, 88% of them access the Internet for information gather, while 70% of 
them use e-mail, 60% of them send and receive correspondence, and less than 40% 
use it for game. It also reveals that half of the Internet users go on-line more than four 
hours per week. In average, each household accesses the Internet 8.5 hours a week. 
Figure 6.1 Internet Access Service 
In Hong Kong, 
Internet Access Service 
Internet access does not get 
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Source: Office ofthe TelecommunicationsAuthorityhttp://ofta.gov.hMic/license/isp.html haS aCCUmulated thc initial 
momentum, the critical 
mass that makes the Internet prosper. From that year onwards, there is a constant 
increase in the number of licensee in each year by 50%. We do not expect this number 
will keep rising because there are already too many competitors in the market. The 
services provided by them are almost identical. They differ entirely on price 
differentiation. However, this does not mean that the number of users is keep frozen. 
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ISPs will grow bigger and bigger in size, small ISPs will be forced out of the market. 
The market will be dominated by a few large ISPs. In any case, the increase in ISP 
during those years described the acceptance of 'Internet’ by the Hong Kong 
community. (Refer Figure 6.1 for Intemet Access Service) 
Figure 6.2 Internet Traffic Volume 
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period. This may partial due to the increase of users and partial due to their 
dependence on Internet as an information source or a communication channel. 




A total of 120 questionnaires have been distributed. The prospects are 
informed that only existing users of the transaction platform are eligible to become 
respondents. There are 86 returned questionnaires. However 7 pieces of them are 
incomplete and therefore discarded. That means 79 valid questionnaires can be used 
for further data analysis. That means a remarkable 75% of those receive the 
questionnaires return the questionnaires, around 10% of the returned questionnaires 
are invalid. Of these incomplete questionnaires, question 12 is most often left 
unanswered. A few questionnaires even do not have part II filled in. They do not 
cause substantial disruption on the required number of valid response to make the 
survey meaningful. 
Some of the respondents may have found the questions too difficult to answer. 
In order to cut the questionnaire short and less tedious to complete, a necessary trade-
off occurs. The number of question has to be kept small and the length of the 
question has to be kept short. Thus, the wording has to be terse and concise. After 
the pilot study, the dominant comment is that the content is comprehensible for people 
with average intelligence and language ability. If a follow-up survey has to be done, 




Of all the respondents 65.8% are male, while 34.2% are female. This survey 
result stands in line with the biannual WWW User Survey conducted by GVU. 
GVU's 1997 fall WWW User Survey finds out that 38.5% are female users. 
34 2 , ¾ ! ^ ^ ^ \~~^""*""“^ _ M a l e (65.8%) 
| ^ P ^ ^ ^ ^ ^ I h " " " • n； ! ! ^ ; > ^ ; ; ^ ^ F e m a l e (34.2%) 
" " * n m m i i H P ^ 5 . 8 % 
It is not surprising to have this survey result as the male is purportedly more 
technically savvy. Empowered by computer knowledge, the male are considered to 
be venturesome and daring to try something novel. However, this stereotype may not 
produce a linear relationship between gender and Internet usage. It may be more 
statistically tenable to determine the ratio from the total number of male computer 
users who have access to the Internet. If there are around two-third of male computer 
users accessing the Internet, then the survey result of 65.8% of male respondents can 
be meaningful. The significance of identifying a dominant gender is that it helps 
concentrate the marketing focus. 
Age 
The majority of the respondents are between 26 and 40. They make up of 
54.4% of the respondents. The combined figure for age below 26 is 44.3%. It is 
admitted that different age groups have different needs. As the respondents have 
diverse age background, it is hard to generalize usage pattern and attitudinal 
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expectation basing on age. In fact, the general belief is that younger generation is 
more keen on accessing the Internet. This survey refutes this preoccupation. A better 
yardstick to forecast Internet access is unoccupied time. The after-school time of 
students or the younger generation has to be spared among a lot of purposes. In the 
contrary, the working people feel free to access the Intemet even at work. 
1.3% 8.9% M B e l o w 18 (8.9%) 
. — y n f ^ ] ^ ^ J ^ B l l ^ 圖 Between 18 and 2 5 (35.4%) 
^ V J | ^ ^ B ^ H | | 圓 Between 2 6 and 40 (54.4%) 
54.4% ^ ^ ^ * f ^ | H P 35.4% 國 Between 41 and 50 (1.3%) 
^-->-^ , J “丨丨丨_ll"ii  H A b o v e 5 1 (0%) 
While this survey does not try to limit the Mternet users to a specific group, 
the wide dispersion of age group is understandable. The flip side may be that the 
conclusion cannot be generalized on a specific group. However, taken into 
consideration of an infant medium as the Internet, this survey does its best to sweep 
away the outmoded norms in aggregate traditional marketing. 
Education 
Nearly half of the respondents (49.4%) have attained tertiary education. 
Respondents with secondary education level are 35.4%. 
1 3 . 9 % 1 - 3 % 國3600门€|317(35.4。/0) 
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As in the case of age, the education background of respondents does not show 
a clear tendency towards certain direction. The combination of education background 
of respondents reflects the constitution of the general public in education acquisition. 
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In Hong Kong, the majority of people have enjoyed secondary education. Since a 
portion of our respondents are pursing a MBA degree, it is no wonder that the finding 
is skew towards the tertiary level. 
Career 
The respondents come from diverse background. They are evenly spread 
among information technology practitioner (11.4%), management background 
(10.1%), engineer (12.7), and students (12.7%). They make up of nearly one half of 
the sample. 
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The ratio of working class to student is seven to one in this survey. It is the 
only survey finding that greatly departs from the reality of total population in Hong 
Kong. While there is no control on respondent background, it is hard to foresee this 
occurrence. This result is attributable to the method of distributing the questionnaire. 
Firstly, MBA classmates are selected as a primary sampling source. Secondly, a 
significant portion of questionnaires is distributed in the computer retail outlets. The 




Nearly half of the respondents have average computer competence, 13.9% 
have proficient level and 15.2% have professional level. The computer competence 
7.6% 1.3% 15 2 % HProfessional(15.2%) 
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level is considered to be a driving force for the popularity of the Internet. When more 
people get used to computer technology more people will resort to the Internet for all 
kinds of transaction available. With this high level of computer competence level, it 
is natural to infer that the respondents are more inclined to access the Internet and 
show positive feeling towards it. 
Usage Pattern 
Location of access 
Not surprisingly, a high proportion of the respondents accesses the Internet 
both at home and at work (39.2%). This may lead to the association that Mernet 
access shall not be time- and place-bound. In line with this utilitarian perspective, the 
5_1% ^^^^^^^ 16.5% nOffice/Schooi only(16.5%) 
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Internet shall be multi-dimensional. It shall be able to cater for different needs, either 
personal or work-related. There are around half of the respondents access either at 
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office/school alone or home alone (55.7%). Quite a large number of respondents 
access the Internet at home alone (39.2%). It is conceivable that more and more 
people are using the Internet as a medium for “infotainment，，. 
The conventional media, TV, magazine and radio invariably encodes their 
message in a leisurely manner. They take it for granted that for the communication 
effectiveness to obtain greatest result, they have to wrap up the messages in relaxed 
forms. They presume that when people leave their workplaces, they are more 
receptive to message contents. The Internet has clearly de-links this chain of 
causation. Cyber marketers can now communicate their message to potential 
customers without place limitation. 
Primary Purpose 
As expected the search for information is the most vigorous purpose people 
pursue the Intemet resources (72.2% for business/study and 68.4% for personal 
No specific purpose iiiliii 10.1 % 
To distribute information to friends . ‘ ''. ‘ '- “ ‘ \ 40.5% 
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For lesiure/entertainment .""...., - ' ； “ ^ 50.6% 
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information). The Mernet has been useful for communication purpose (50.6% for 
sending or receiving correspondence, and 40.5% for distributing information to 
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friends). It seems that entertainment factor (50.6%) cannot be ignored. With respect 
to information download (49.4%) and software (44.3%), the Internet is generally very 
powerful. Also fall within anticipation is the feedback on electronic commerce 
(16.5% in subscribing services, 8.9% purchasing products on-line) 
Age and Primary Purpose 
When the breakdown of age group is performed, with age 25 or below as one 
group and above 25 as another, their transaction patterns are consistently similar on 
those ten activities being investigated. For the group with age below 25, they tend to 
^ use the 
Internet activities Age below 25 Age above 25 
To look for information for business/study use 66% 77% 
To look for information for personal use 71 % 66% Internet 
To download information/data archives 54% 45% 
To download software 57% 34% for 
To buy products 9% 9% 
To subscribe services 20% 14% personal 
For leisure/entertainment 57% 45% 
To send or receive correspondence 40% 59% search o f 
To distribute information to friends 49% 34% 
No specific purpose 11% ^ . r ‘ 
^^^ miormat 
ion (71% versus of 66% of age above 25), software download (57% against 34% for 
age above 25)，and leisure (57% against 45% for age above 25). For the age above 
25, they are more utilitarian towards the Internet. They send and receive 
correspondence more regularly (59% against 40% for age below 25) and information 
search for business (77% against 66% for age below 25). 
Usage Frequency 
About one-third of the respondents (35.4%) are enthusiasts who have been 
using the Internet for one to two years. Around one quarter (25.3%) of the 
respondents has been using it for more than two years. Altogether the respondents 
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enjoying the resources for less than one year consist of 39.4% (24.1% for those 
between six months to one year, 15.2% for less than six months). 
25 30/0 15.2% n L e s s than 6 m o n t h s (15.2%) 
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The weekly consumption of the Internet varies greatly. Respondents, who 
have accessed the Internet for less than eight hours a week, consist of 58.2%. The 
respondents with a usage pattern of more than 16 hours per week are just meager 
7 6。/。3.8% 5.1 % B L e s s than 8 hours (58.2%) 
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16.5%. This result concurs with the survey conducted by the Hong Kong Policy 
Research Institute that the average household Internet access is around 8.5 hours per 
week. 
It can reflect an under-utilization of the Internet in Hong Kong. Considering 
that, in average, about one hour a day in accessing the Internet both at home and 
office/school, the cyber marketers can create web sites with fascinating content and 
graphics to generate more traffic and per visit duration. 
The respondents are not interested to stay in the Internet for long ——about 
70% of them stay less than one hour per visit or connection. Only 10.1% of them stay 
more than two hours. This implies that cyber marketers have ample space to conquer 
over the conventional media share of time. It will be a tug of war between 
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conventional market media to maintain usage leakage to the Internet and cyber 
marketers who are keen on encroaching into conventional media. 
The time that respondents access the Internet highlights the importance of the 
Internet as emerging marketing medium. The time spent on the Internet will squeeze 
out the existing time allotment available for conventional media. If conventional 
media wants to maintain the same share of customers' "time portfolio". They have to 
understand how long the Internet users are accessing the Internet per visit. Apart 
from duration, they have to know the frequency. 
The long-time users, those who have been using the Internet for a year or 
more, make up of 60% of survey respondents. Their general attitude towards the 
Internet help create knowledge base on what the Internet shall deliver. When an 
online company is successful in attracting users to return for a considerable period of 
time, they have already put relationship building in place. Visiting duration, 
frequency and length are essential to gauge affectivity towards an online company and 
predict the success of relationship building. 
Transaction Platform 
Newsgroup subscription 
Almost half of the respondents do not subscribe any newsgroup (46.8%). 
Disappointingly, just 21.5% of the respondents subscribe one newsgroup, and 17.7% 
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of the respondents subscribe two to five newsgroups. The users with more than five 
newsgroups make up of 12.7%. Theoretically, the more newsgroups a user 
subscribes, the more diverse his interests and the longer he will stay in the Internet. 
12.7% _ o n e (46.8%) 
- ¢ ^ ¾ P 1 ^ - = 二 
1^ | ] ^ j j J j g | a ^ > ^ 2 H i P ^ H More than 5 (12.7%) 
21.5% 
Newsgroup is the mechanism that cyber marketers induce interactivity with 
customers, and it is a communication link among customers. Cyber marketers can 
encourage existing subscribers to refer or introduce new subscribers by incentive 
schemes. The more subscribers the greater exposure the online company has. 
Furthermore, the loyal customer loop cycle gains momentum to expand. 
E-mail with Webmaster 
The respondents are at large not utilizing the interactive nature of the Internet. 
Just about half of them have experience in communicating with the webmaster 
16.5% 0.0% _ e v e r ( 4 6 . 8 % ) 
^ ^ ^ [^r^":"^46.8% . R a _ 3 5 . 4 % ) 
^ ^ ^ m k ^ ^ ^Often(16.5%) 
^ l i l l l l i M i ^ y j j j p p ^ n Extremelyfrequent (0.0%) 
35.4%^^™^BH ^mSPP^  
through e-mail (35.4% rarely send such e-mail while 16.5% often do so). The e-mail 
address in the web site is a built-in communication mechanism for visitors or users to 
feedback comment. If the users do not show attitude, however negative, the cyber 
marketers cannot accumulate knowledge base for user profile, let alone to study the 
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dynamic nature of users' interaction with respect to their loyalty. In this study, 46.8% 
of the respondents do not ever communicate with the web master. 
World Wide Web 
World Wide Web Percentage response  
Activities Very often Often Occasional Seldom Never 
Entertainment ^ ~ ~ ~ ~ “ 
Instead ofwatchingTV 8.9 6.3 17.7 26.6 40.5 
Shopping 1.3 6.3 16.5 16.5 59.5 
Collecting product/service information 19.0 19.0 35.4 20.3 6.3 
Reading electronic newspapers or magazines 8.9 26.6 34.2 22.8 7.6 
Communication 22.8 26.6 29.1 12.7 8.9 
Educational 7.6 21.5 31.6 17.7 21.5 
Download software 17.7 16.5 22.8 27.8 15.2 
Work^usiness 20.3 16.5 30.4 21.5 11.4 
Reasearch 11.4 13.9 22.8 15.2 36.7 
Shopping is reported to be the least engaged activities in the World Wide 
Web, with research and education activities trailing behind. The respondents 
indicating that they have never pursued shopping, research and education, are 59.5%, 
36.7% and 21.5%, respectively. On the other hand a majority of the respondents 
(40.5%) do think that the World Wide Web cannot replace TV. The respondents are 
indifferent about downloading software. There are 15.2% of the respondents have 
never downloaded software while 17.7% have often done that. The rest of the 
respondents show similar usage pattern. 
The mostly utilized activities are communication (49.4%, including subgroup 
of often and very often) and collection of product/service information (38%, a 
combined score for often and very often). For work/business and entertainment, 
respondents take them as common activities. 
World Wide Web Presentation 
The respondents consistently uphold the importance of graphics (59.5%), 
quantity (48.1%) and quality (67.1%) of content, creativity (54.4%), speed (74.7%), 
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appearance (49.4%), simplicity (55.7%), and organization of information (54.4%). 
Internet Percentage response  
WWW features Important Neutral Unimportant 
Graphics ~ ~ ~ 
Quantityofcontent 48.1 30.4 21.5 
Quality of content 67.1 25.3 7.6 
Creativity 54.4 29.1 16.5 
Video/movies 25.3 48.1 26.6 
Audio/sound 34.2 40.5 25.3 
Simplicity 55.7 36.7 7.6 
Speed 74.7 17.7 7.6 
Aesthetics/Appearance 49.4 43.0 7.6 
Proper use ofcolor 40.5 39.2 20.3 
Organization of information 54.4 36.7 8.9 
Offensive graphics 25.3 55.7 19.0 
The least important ones are video (26.6%) and audio (25.3%). In comparing the 
importance of content and presentation the respondents weigh the former than the 
latter, yet technology (speed) is still a major issue. The respondents also treasure 
simplicity and creativity. These issues can be tackled by advertising agent and 
creative designers. 
Online information resource 
The respondents are overwhelmingly positive on the value of on-line 
information sources. Of all the respondents, 43% think on-line information important. 
They are not vague in assigning the affective value to on-line information sources. In 
fact it confirms what respondents hold for information in other sections. 
Percentage response  
On-line information sources are: Positive Neutral Negative 
Important ~ ~ ~ 
Significant 29.1 50.6 20.3 
Means a lot to user ^ 49A 13.9 
The Internet, as a pull medium has its own attractiveness and value to users. 
One critical area is information search. The users may not always figure out what 
they need to search. Sometimes they are overwhelmed by the amount of information 
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resulted from the search. At least cyber marketers can concentrate on this aspect to 
enhance customer satisfaction. 
Learning new web site 
The existence of a "new" site is relative to the knowledge of the user. The user 
may have no knowledge of a web site that already exists. One of the survey questions 
tries to investigate how users are introduced to a site they never visited before. 
Newspaper/magazine ranks as the most essential source that respondents learn 
about new web sites (72.2%). It is the most important conventional media to push the 
Hyperlinks from other w eb sites ‘ ‘ ‘ :、. ‘ ‘ ‘ ‘ -, ‘, ,'、I 3 6 . 7 % 
Internet directories ,'” . .、 , V ,,'. ‘ 3 2 5 . 3 % 
Internet search engine ..,“. ‘‘‘‘‘‘.' … -‘ ':..'..,..159.5% 
Banner from other w e b sites .. ‘ '. . ‘ . I 2 6 . 6 % 
Outdoor signboards ‘ 1 1 5 . 2 % 
Newspaper/magazine ..-. ‘‘. . . , .' . .' ." • ‘ ...'...'':;.. 172.2% 
Product packaging - ‘ .' ‘ ‘.' \ ‘ - \ 3 5 . 4 % 
TV commercials : ” ‘ - " . 〜 : . : : ' ， . ' ： . … 口 29.1 % 
1 1 1 1 1 1 1 1 
0.0% 10.0% 2 0 . 0 % 3 0 . 0 % 4 0 . 0 % 5 0 . 0 % 6 0 . 0 % 7 0 . 0 % 8 0 . 0 % 
Internet. Printed ads are rated as the most effective channel to leave cognitive mark 
on the viewers. After cognitive processing, the viewers can retain memorize and 
recall the message more easily than other media. It is no wonder that respondents 
recall printed ads as an effective source. In addition, the respondents have higher 
education level. Printed materials are their primary source to extract information. 
They inclined to digest printed materials and thus are able to recall exposure to web 
site addresses. 
Liside the Intemet, search engines play the role of bridging web sites and 
users. There are 59.5% of respondents get to new web sites through search engines. 
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While 36.7% through hyperlinks, 26.6% through banners from other web sites, and 
25.3% through Intemet directories. 
Cyber marketers have to take note of newspaper/magazine to organize cross-
media promotion. And it is far more effective to use Internet resources to promote a 
new web site. 
User expectation and attitude 
Interaction between user and web site 
The respondents tends to use more e-mail for communicating with others 
(54.4%), but not applicable to web site iteself. Only 24.1% of the respondents will do 
that. They show the same negative feeling towards chat groups or discussion groups 
(12.7% are positive in using them). They loathe unsolicited mail. The respondents 
are positive (40.5%) that a web site can anticipate their needs after interacting with 
them. But 44.3% of them are neutral. The interactivity element of Cyber Marketing 
does not seem to be embraced by users. However, they are eager to have their needs 
anticipated by cyber marketers. 
Affection with the Internet 
They show penchant for high quality graphic (64.6%) and constantly update 
(64.6%) site. For those useful sites, whether for personal purpose (67.1%) or 
study/work (63.3%), they are anxious to bookmark them. The overall affection 
towards the Intemet is positive. If a site personalize and customize for the users, the 
respondents will re-visit them (44.3%). But an equal number of respondents is 
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Attitudes Percentage response  
Towards the Internet Positive Neutral Negative 
A) Interaction between user and web site: 
1 In using the Internet I use chat group or discussion to get in touch with 
others. 12.7 34.2 53.2 
2 I am increasingly using e-mail to send/receive correspondence for 
work/study. 54.4 32.9 12.7 
3 I bother to reflect my comment towards a Web site (including its 
product/services) by e-mail. 24.1 32.9 43.0 
4 I will ignore unsolicited e-maiVadvertisement. 58.2 29.1 12.7 
5 A web site can anticipate users' needs after interacting with them. 40.5 44.3 15.2 
B) Feeling towards the Internet: 
1 I prefer to visit web sites with graphics, sound and animation than the ones 
with plain text only. 64.6 21.5 13.9 
2 I tend to re-visit web sites that continuously update their content. 64.6 22.8 12.7 
3 A personalized and customized web site (the one understand my needs and 
tailoring the content) make me visit frequently. 44.3 44.3 11.4 
4 In weighing content and presentation fanciness I choose content. 48.1 41.8 10.1 
5 I am satisfied with what the Internet offers to me. 40.5 43.0 16.5 
6 I bookmark the web sites that provide useful information for personal 
purpose. 67.1 19.0 13.9 
7 I bookmark the web sites that provide useful information for study/work 
purpose. 63.3 22.8 13.9 
C) Needs Requirement: 
1 My work/study efficiency is improved after using the Internet. 59.5 30.4 10.1 
2 My work/study requires a lot of information search. 49.4 26.6 24.1 
3 In gathering information the Internet is my first choice. 49.4 30.4 20.3 
D) Price/Service offering in the Internet: 
1 On-line companies can offer products at price lower than ordinary retail 
outlets. 31.6 48.1 20.3 
2 On-line companies can provide faster and better after-sales service. 32.9 55.7 11.4 
3 Comparing prices from different on-line companies is easier than actual 
retail outlets. 39.2 45.6 15.2 
4 Costs involved in product search and transportation can be reduced after 
using the Web. 39.2 45.6 15.2 
E) Shopping Experience in the Internet (Place): 
1 I prefer visiting a Web site to shopping at the retail outlet if that retailer has 
a Web site in promoting their products. 20.3 43.0 36.7 
2 Visiting Web sites can greatly reduce my time spent on window-shopping. 
29.1 34.2 36.7 
3 It is as entertaining and exciting in on-line shopping as retail outlet. 22.8 36.7 40.5 
4 I will spend more time shopping in the Internet than retail outlets. 15.2 20.3 64.6 
F) Relationship Building: 
1 After I have bought products/subscribe service from a Web site it will try to 
maintain our relationship as long as possible. 27.8 41.8 30.4 
2 An on-line company is able to track my needs requirement and buying 
pattern. 26.6 50.6 22.8 
3 Even I do not buy product or subscribe service, the web sites will keep on 
updating relevant information. 48.1 34.2 17.7 
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undecided if they face the same situation. Also the respondents prefer content to 
graphic presentation, if the web sites are both up to the user's taste and expectation 
(48.1%). The equally undetermined respondents (41.8%) seem to reduce the 
persuasiveness of this preposition. The same attitude ambiguity emerges when users 
have to rate their affection towards the Internet (40.5% positive against those 43% 
neutral). 
One of the measures to learn about user affectivity level is whether they 
bookmark frequently accessed web sites. The respondents are used to bookmark sites 
for personal purpose (67.1%) and study/work (63.3%). 
Needs requirement 
The respondents think that the Biternet are desirable (59.5%) in getting their 
work done. When they are driven by work requirement, they tend to select the 
Internet as the first choice (49.4%). The search for information will be a driving force 
for users to get to the Internet (49.4%). 
Price/Service offering in the Internet 
No where in this survey does the problem of central tendency become as 
obvious as price/service offering. About half of the respondents are undecided about 
the value of price advantage when using the Internet. However there are marginally 
more positive responses than negative ones. They think that on-line companies offer 
cheaper prices (31.6%), provide faster services (32.9%), easy price comparison 
(39.2%) and help reduce costs associated with search and transportation (39.2%). 
This survey shows that Internet users are not aware of the price advantage in 
shopping online. The marketing mix of Cyber Marketing does not emphasize the 
pricing strategy, simply because online companies have to compete with off-line 
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companies with this weapon. Low user awareness of price advantage indicates that 
cyber marketers have to incorporate price consideration in marketing communication. 
Shopping Experience 
This section is just the opposite of the last section ——respondents are more 
negative than positive. They do not prefer visiting on-line companies (36.7%), while 
only 20.3% accept on-line shopping. The same attitude applies for window shopping 
and on-line shopping. There are 29.1% of the respondents in favor of on-line 
shopping, while 36.7% not in favor of it. They do not think on-line shopping can 
replace shopping in the retail outlets. The entertaining affect in on-line shopping is 
far below that in the retail outlets. 22.8% of the respondents are positive while 40.5% 
are not. The contrast is far more noticeable for the time spending on on-line 
shopping. Comparatively, they are negative (64.6%) about spending time on on-line 
shopping. 
The attitude towards shopping is consistent throughout the survey. In this 
section, it is no exception. The respondents view on-line shopping with great 
reservation. 
Relationship Building 
Maybe owing to the projection of ordinary retailer to on-line companies, the 
respondents do not think of on-line companies can provide long-term relationship. Of 
all the respondents, 27.8% are positive against those 30.4% who are negative on this 
issue. They are under-estimating the ability of the one-to-one relationship building 
capability of on-line companies. The ones who hold positive position (26.6%) are 
marginally higher than the one with negative attitude (22.8%). On the other hand 
their confident level with an on-line service company. The proportion of respondents 
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with positive attitude (48.1%) outnumbers the one with negative attitude (17.7%) by 
nearly three times. 
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CHAPTER VII 
ANALYSIS ON SURVEY DATA 
Inferential Statistics 
The descriptive statistics attempts to vindicate the hypothesis that the 
transaction platform, marketing mix and the building blocks of Cyber Marketing can 
be mutually reinforcing if they create a synergistic position to communicate total 
customer satisfaction.. 
As an extension of the previous section, this section narrows down the focus to 
pinpoint particular minute aspect. Since the Internet is a revolutionary and innovative 
medium, the younger generation is more receptive to it. Intuitively the younger 
generation has higher exposure to modern technology and communication protocols. 
In addition they are more computer literate because standard curriculum includes this 
subject. It is thus hypothesized that the younger generation has higher likelihood to 
score positively in attitudinal and behavioral patterns towards the Internet. 
The samples are then divided into two groups, one below 25 and another 
above 25. Since age 25 is the cutting point of the population on equal portion, it can 
yield significant comparison result. Their scores on the attitude dimensions are thus 
grouped and processed on ANOVA two-factor analysis. The result summary is 
shown in Table 7.1. 
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Table 7.1 Factor analysis - attitude by age group 
Mean score  
F value Significance Below 25 Above 25 
Attitude towards the Internet 
A Interaction between user and web site 17.702 0.000 2.737 2.291 
B Feeling towards the Internet 14.291 0.000 2.543 2.208 
C Needs requirement 22.631 0.000 2.867 2.235 
D Price/Service offering in the Internet 0.904 0.342 2.657 2.761 
E Shopping experience in the Internet 0.456 0.500 3.293 3.375 
F Relationship building 0.482 0.488 2.914 2.818 
The attitudes between these groups show greater disparity on the factors 
concerning interaction, affection towards the Internet and needs requirement in going 
on-line. There are no significant differences between the groups in price concern, 
shopping experience and relationship building in the Internet. 
The age group above 25 
The group above 25 is relatively more positive on this dimension. This group 
has a mean score of 2.291 as compared with that of the group below 25 at 2.737. At a 
glance of the Intemet activities they are more active, the group above 25 reports 
higher utilization of the Internet on looking for information for business use (77%) 
and sending or receiving correspondence (59%). It seems that the respondents age 25 
or above, are more concerned with the utilitarian aspect of the Internet. In sharp 
contrast with the group below 25 who use the Intemet more for personal use, they 
generally cherish communicating with a web site that delivers greater intimacy with 
customer. Literactive communication is where a business communicates to its 
customers, customers respond directly, and the business reacts to their response 
[Ahlstrom 1997]. Liternet is the ideal media that supports this type of 
93 
communication, not only it send information but also receive and process it. 
Interactivity is the single most impactful element in Internet marketing today. The 
ability to gather specific and up-to-the-minute user feedback makes it possible to 
adapt messages instantaneously and to respond to needs and changing requirements 
quickly. The next logical step is it leads to intelligent advertising. With intelligent 
advertising, rather than a general ad broadcast to millions of receivers, it treats each 
customers as an individual entity, remember who its customers are, what types of ads 
they have seen and what products they like. With this detail understanding of its 
customers, it can send individual customers ads tailored to their needs and products 
that they would likely be interested in. The ultimate goal achievement is customers 
would be less likely to see ads for products that they have no interest in. Marketing 
activities will thus become more specialized, more informative, better targeted, more 
effective and less wasteful than the traditional marketing does. The interactivity 
functionality of the Internet can further evolve from the current passive pull 
technology into a more active push technology as web selective broadcasting 
technology matures. 
As the group with age above 25 expands their scope of activities to other 
transactions it is expected the interactivity level will increase dramatically. In 
addition they are anticipating a web site to reciprocate their visits or transactions with 
care of individualized and personalized characteristics. 
In line with the attitude towards interaction the group with age above 25 
exhibits positive affection towards the Internet. In general they will re-visit the sites 
they have affective attitude. They are not only looking at the fanciful graphic 
presentational technique but also the information-rich content. The web format and 
content information that are tailored to their taste and preference are important to 
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them. In fact they show their appreciation by re-visiting the web sites. They are the 
target to establish the member content dynamic loop and let it spiral towards member 
loyalty dynamic loop for the sites to generate more revenue. The age group of above 
25 has a more stable and predictable lifestyle pattern. Their consumption and 
behavior propensity yield a reliable chain of causality. Whenever a positive attitude is 
developed towards a behavior pattern, it is highly likely that it will remain consistent 
over time. The cyber marketers have to cultivate rampant and trust with this group of 
age 25 or above in maintaining one-to-one relationship. 
Coincide with their utilitarian motivation, this group of people are spurred by 
need fulfillment. Their visit frequency is necessitated by workload. Maybe the 
information resources available are limited or time allocation is tight, they find the 
Internet as an easily accessible resources pool. 
The group below 25 may adopt a playful attitude when navigating among web 
sites. Their intention is focused on one-way communication. They predominantly 
look for personal information (71%), download software (57%) and information files 
(54%), entertainment (57%) and distribute information to friends (49%). The 
interactive characteristics of the Intemet are downplayed by them. At their disposal 
may be time allotments. Furthermore they may not be forced by the workload from 
study orjob to fulfill assignments. Consequently they visit the same site infrequently 
and afford the luxury to expedite new sites of their flavor. Even if a site puts more 
efforts in updating the content and graphic presentation so as to attract them for 
revisit, they never feel enough. Actually this group tends not to be loyal about a web 
site. 
The ability to market directly to the individuals results in a customer-
controlled or customer-centric relationship between buyer and seller. The Gartner 
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Group, one of the leading information technology advisors to business professionals, 
states: "Mass-marketing and micromarketing paradigms are being augmented by new 
customer-centric relationship marketing strategies. These trends do not mean that 
traditional marketing will disappear, but that it must be supplemented by new 
relationship-oriented strategies that interactive marketing enables. Every 
organizational process and function must become closer to the customer and be 
defined by how it adds value to the customer relationships" [Komenar 1997]. The key 
will be to achieve a competitive advantage from effective relationship marketing. 
According to the Gartner Group, several studies indicate that it costs between 
4 and 10 times as much to acquire a profitable customer as it does to retain an existing 
one. This information has resulted in a shift of focus from previous tactics aiming 
exclusively at acquiring new customers to relationship building in order to retain and 
extend existing relationship. 
This re-orientation of strategy can be best depicted by figure 7.1. There are 
several building blocks in this model. Relationship building is exercised to transit 
from one stage to the next, and is the binding force between them. The strategy starts 
with defining the criteria that determine who will be the most profitable customer. 
That is, selecting the target market. The relationship building exercise on the target 
market reveals information about the target market. Then better understanding on the 
preferences, behaviors and decision making process of the customers can be gathered. 
With knowledge on their behaviors, it should not be too difficult to arrive at the most 
efficient and effective way to acquire these customers. Furthermore exercising 
relationship building and personal relationship with customers cannot be ignored. 
They become an integral part of the company. This is the best way to keep customer 
for as long as possible. The last stage of the model is customer extension of which the 
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objective is to increase the loyalty and profitability of these customers. If performed 
well, an emotional connection with customers is formed and long term profitability is 
guaranteed. As have been demonstrated, Internet is where a market- or product-
oriented marketplace can be transformed to a customer-driven marketplace. 
Figure 7.1 Relationship Building 
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The critical part is to identify a group of potentially trustworthy customers 
who are willing to stay, re-visit, interact with a web site. In this survey the group of 
age 25 or above is the target. The age group of below 25 is the leaky bucket in 
marketing sense. The marketers can spend huge money in attracting these people 
with incentives and promotional flavors. The marketers will face initial success in 
pouring these people on the top but the ones after enjoying the benefits (with 
impunity) will leak out at a faster rate than replenishing. 
When the group of age 25 or above is subdivided by usage intensity, it can be 
categorized into heavy users and average users. (See Table 7.2) The interaction 
attitude becomes even more pronounced and the positive attitude towards the Intemet 
when pushed by needs requirement is highly visible'. Unexpectedly the heavy users 
show positive attitude towards shopping experience than average users. 
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Table 7.2 Factor analysis - attitude by user within age group 
Mean score  
Attitude towards the Internet F value Significance Heavy Average 
Users with age below 25 
A Interaction between user and web site 0.009 0.924 2.744 2.729 
B Feeling towards the Internet 0.276 0.600 2.508 2.580 
C Needs requirement 0.484 0.488 2.796 2.941 
D Price/Service offering in the Internet 2.780 0.098 2.514 2.809 
E Shopping experience in the Internet 0.636 0.427 3.222 3.368 
F Relationship building 0.312 0.578 2.852 2.980 
Users with age above 25 
A Interaction between user and web site 6.050 0.015 2.533 2.166 
B Feeling towards the Internet 0.066 0.797 2.229 2.197 
C Needs requirement 2.593 0.110 2.044 2.333 
D Price/Service offering in the Internet 0.413 0.521 2.700 2.793 
E Shopping experience in the Internet 7.606 0.006 3.067 3.535 
F Relationship building 0.117 0.733 2.778 2.839 
All these findings sum up to provide cyber marketers with encouraging 
outlook. It is using the average usage hours of eight hours per week as the cutting 
point. As discussed earlier, eight hours of usage per week is definitely an under-
utilization of the Internet resources. The heavy users will be harnessing the 
information resources of the Intemet to meet the work requirements. The cyber 
marketers have to consider to serve better the group with a profile on age of 25 or 
above and heavy usage pattern of more than eight hours per week. Beyond generating 
higher traffic after this group is gamered, they are better prospect for electronic 
commerce. As a group they are less reluctant to experience new shopping format. 
Because of time allocation, they are not able to enjoy shopping in retail outlets. They 
will be more open-minded to try new avenue of shopping. Here in the Internet these 
people are not distracted by heavy workload and they can spend their precious time 
shopping on-line while extracting valuable information. 
The Liternet has opened the gateway for the value discipline of customer 
intimacy to breed new form of competitive advantage. Companies can choose any 
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one of the value disciplines to stake its market reputation [Treacy 1995]. The value 
from operational excellence is achieved by low price and hassle-free service, while 
product leadership can be arrived at through continuous innovation of the best 
products. These two options are, however, not appropriate to sustain long-term 
competitiveness in the Interactive age. The final alternative is through customer 
intimacy that delivers what customers want, definitely not what market wants to 
dispose. The companies that are able to pursue customer satisfaction and loyalty may 
not be able to create unmatched value for customers. Value comes from choosing the 
right customers and narrowing operation focus to best serve those customers. 
Exploiting value leadership in growth within well-selected customer accounts is far 
more critical than growth of customer accounts. 
Cyber marketers shall narrow their focus on the truly promising segment and 
groom them into high value customers. The transaction platform provided by the 
Internet are conducive to determine what segments to abandon and what to integrate. 
Interactivity, reverse marketing, one-to-one marketing and relationship marketing are 
all at arm's length when the cyber marketers can keep track of how the customers are 
utilizing the products or services on offer. As the heavy users at age above 25 reveal, 
the motivation behind can better predict the usage pattern and attitude affectivity. 
The hypothesis that the younger generation will show positive attitude 
becomes untenable in light of this survey. It is thus a myth associated with young age. 




Cyber marketing is a term widely abused. There are users rushing to the 
Internet to exploit the information resources. Likewise, marketers are doing the same 
but also unintentionally pushing themselves off balance. The flip side for marketers is 
that the Internet cannot provide rosy returns before the infrastructure is improved. 
The marketers will be impoverished if they do not prepare themselves with a mindset 
radically distinctive than conventional marketing. The marketing mix cannot be 
applied mechanically to Cyber Marketing. Entering the cyber space without the 
required understanding and competence level is a sure recipe for failure. 
The fundamental requirement of Cyber Marketing is the acknowledgement of 
a new frontier of competition. No matter how attractive an idea is for conventional 
marketing, by the time the Internet users sniff at it, it is doomed. Mass-market 
product marketing is a case in point. This inside out, “for the average" approach is 
treated with scorn in the Internet. The remnants of conventional marketing smack of 
indiscriminately uncaring towards the marketplace. An individual customer's entity is 
melted with the whole segmented customer base. The whole segment is what the 
company concerns. Instead, a more appealing approach is just the opposite: outside-
in reverse marketing. Individual customer becomes a separate focus that directs all 
marketing activities. 
Along with this, cyber marketer strives to keep the same customer bigger and 
longer by patiently learning from what he teaches the company what his needs, 
preferences and tastes are. This one-to-one marketing perspective honors the 
100 
customer's right to differentiated and personalized products or services. Each 
customer is entitled to different treatment. The interaction shifts from monologue that 
is dominated by the company towards mutual and open dialogue between customer 
and the company. This interactivity element integrates company with customer in a 
kind of bonding. The respondents in this survey have been utilizing the transaction 
platform to enhance interactivity. 
In addition the company has to cultivate a sense of community on long-term 
relationship, not on transaction. Relationship and one-to-one marketing facilitates the 
build-up of a knowledge community on all customers with similar idiosyncratic 
attributes. Li such an arrangement the company can become proactive. Not only can 
it preempt competitive maneuvers, but also customer initiative. The company can 
provide what a customer has not anticipated. The artificial intelligence of knowledge 
community database can logically suggest what level of satisfaction the customer will 
pursue after the current level has reach. It is revealed in the survey that although 
respondents do not project positive attitude towards on-line relationship building, they 
are optimistic that their needs will be looked after by on-line companies. The 
transformation from pure transactional ——in its diminutive sense — to relationship 
marketing seems to be an imperative that cyber marketers find hard to neglect. 
The second most important factor for success is the adequate utilization of the 
transaction platform. It is an amalgam of the requisite technology and communication 
construction conducive to smooth and uninterrupted bi-direction transmission and 
dialogue. Vague as it notion stands, it avoids the complex technical issues for layman 
to grasp. The computer novice and ordinary customer gasp at the astoundingly slow 
connection speed. They do not know what technology delivers to them, and are 
uninterested how technology evolves. Cyber marketers can help customers visualize 
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the benefits they derive through the transaction platform. A web site with intensive 
and frequent use of e-mail interaction shall be used for utilized. The greater the 
interaction frequency the better the company get hold customer profiles. 
The re-alignment of marketing mix is the finally area that cyber marketers 
need to consider. Practically, the new marketing mix shall be translated into a web 
site. However, marketing mix for conventional is not the de facto standard for the one 
in the Liternet. Product is a qualifying factor, but not differentiation one. The base 
offer of the products shall be of the same standard as in off-line company. But the 
concept of product encompasses a broader scope to include transaction — all sort of 
benefits customers can derive. A web site in the first place, has to post the product for 
customer to obtain. Its product features include presentation graphics and content. In 
this survey respondents view graphic as important as content in visiting a site. For 
transaction product nature, the respondents engage actively in all product types 
without money-mediated exchange. 
It is upon the success of the promotion effect to get people notice the products. 
The respondents in this survey confirm the importance of cross-media promotion. 
The motivation for action is induced by need fulfillment. The direction for Internet 
advertising will emphasize dissipation of burden and anxiety. There are distractions 
from other media for pleasure seeking; the Cyber Marketing shall shift gear to the 
avoidance aspect. 
Price and place issues are hard to determine in this survey. But with a huge 
proportion of undetermined respondents, it is sensible to convert their attitude to 
positive. Cyber marketers shall proactively disseminate message of the extra cost 
saving transferable to customers. They can allay fears associated with on-line 
transactions. 
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From the survey it is inferred that younger generation is not the proper 
segment to pursue. Instead the age group of 25 or above is a more prospective 
segment. They have intensive behavior pattern in utilizing the transaction and they 
show positive attitude towards interactivity, Internet and need-propelled Internet 
search. 
This survey could have obtained more reliable results if the background of the 
respondents come from as diverse source as feasible. And the more the respondents 
participating in the survey the more convincing the result will be. Since random 
sampling is not easy to achieve, non-probabilistic sampling is the best choice. With 
regard to the lack of broadcast mechanism in the Internet, it is difficult to organize 
web survey. In hindsight the selected samples can be compared with non-selected to 
spot the systematic bias. Methodological deficient as the survey may be, the points 
provide fruitful ground for future research. 
Whether a company wants to leverage its core competence to sustain 
competitive advantage in the hyper-competitive cyber space, or follows the prime 
mover in a bid to forge leading edge, the cyber marketers have to take into the 





Survey on current practices on Internet Marketing 
Dear surfer, 
We are part-time MBA students of the Chinese University of Hong Kong, and are working on a project on 
Internet marketing. The project is to study how Internet can achieve the marketing purpose of identifying, 
anticipating and satisfying customers. A survey is conducted to collect data on how a company plan and execute 
the Internet project. The survey is an integral part of our project and we are in debt to your assistance in 
answering the questionnaire. All the information collected from the questionnaire will be treated strictly 
confidential and will be used solely for the study. All responses to the questionnaire will be destroyed after the 
report has been compiled. 
Thank you for taking the time to respond to our survey. 
To answer a question, type a 'x' between the brackets, like this [ x ]• 
Part I ； Internet Usage Pattern 
1. Where do you access the Internet? 
[ ] a ) Office/School only 
[ ] b ) Home only 
[ ] c ) both home and office/school 
[ ] d ) No fixed access point (for example, cafe, public library, ISP show room and etc) 
2. How long have you been using the InternetAVorld Wide Web? 
[ ] a ) Less than 6 Months 
[ ] b ) 6 Months to One Year 
[ ] c ) One Year to Two Years 
[ ] d ) More than Two Years 
3. In average, how many hours do you go on-line per week? 
[ ] a ) Less than 8 Hours 
[ ] b ) 8 Hours to 16 Hours 
[ ] c ) 16 Hours to 24 Hours 
[ ] d ) 24 Hours to 32 Hours 
[ ] e ) More than 32 Hours 
4. In average, how long do you stay on-line for each access? 
[ ] a ) Less than 30 minutes 
[ ] b ) 30 minutes to One Hour 
[ ] c ) One Hour to Two Hours 
[ ] d ) More than Two Hours 
5. What are the primary purpose(s) in accessing the Internet? 
Choose ALL that apply: 
[ ] a ) To look for information for business/study use 
[ ] b ) To look for information for personal use 
[ ] c ) To download information/data archives 
[ ] d ) To download software 
[ ] e ) To buy products 
[ ] f ) To subscribe services (e.g. on-line financial service, on-line entertainment club) 
[ ] g ) For leisure/entertainment 
[ ] h ) To send or receive correspondence 
[ ] i ) To distribute information to friends 
[ ] j ) No specific purpose 
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6. To what extent do you think your computer ability is ~ 
[ ] a ) professional 
[ ] b ) proficient 
[ ] c ) average 
[ ] d ) barely adequate 
[ ] e ) novice 
[ ] f ) illiterate 
7. How many newsgroup/s have you subscribed? 
[ ] a ) None 
[ ] b ) One 
[ ] c ) 2 t o 5 
[ ] d ) More than 5 
8. How often do you send questions or comments to the web master of a web site? 
[ ] a ) Never 
[ ] b ) Rarely . 
[ ] c ) Often 
[ ] d ) Extremely frequent 
9. Where do you learn new web site address? 
Choose ALL that apply 
[ ] a ) TV commercials 
[ ] b ) Product packaging 
[ ] c ) Newspaper/ Magazine 
[ ] d ) Outdoor Signboards (e.g. advertisement in MTRA)us stop) 
[ ] e ) Banner from other web sites 
[ ] f ) Internet Search Engines 
[ ] g ) Internet Directories 
[ ] h ) Hyperlinks from other Web sites 
10. Please rate the following World Wide Web activities based on how often you use them 
SelectAJnderline the appropriate ONE (l=never, 2=seldom, 3=occassionally, 4=often, 5=very often) 
Entertainment (never) 1 2 3 4 5 (very often) 
Instead of watching TV (never) 1 2 3 4 5 (very often) 
Shopping (never) 1 2 3 4 5 (very often) 
Collecting product/service information (never) 1 2 3 4 5 (very often) 
Reading electronic newspapers or magazines (never) 1 2 3 4 5 (very often) 
Communication (never) 1 2 3 4 5 (very often) 
Educational (never) 1 2 3 4 5 (very often) 
Download software (never) 1 2 3 4 5 (very often) 
Work^usiness (never) 1 2 3 4 5 (very often) 
Research (never) 1 2 3 4 5 (very often) 
11. Please rate the importance of each of the following factors when it comes to Internet WWW features: 
SelectyTJnderline the appropriate ONE (l=not important, 3=neutral, 5=very important) 
Graphics (not important) 1 2 3 4 5 (very important) 
Quantity of content (not important) 1 2 3 4 5 (very important) 
Quality of content (not important) 1 2 3 4 5 (very important) 
Creativity (not important) 1 2 3 4 5 (very important) 
Video/movies (not important) 1 2 3 4 5 (very important) 
Audio/sound (not important) 1 2 3 4 5 (very important) 
Simplicity (not important) 1 2 3 4 5 (very important) 
Speed (not important) 1 2 3 4 5 (very important) 
Aesthetics/Appearance (not important) 1 2 3 4 5 (very important) 
Proper use of color (not important) 1 2 3 4 5 (very important) 
Organization of information (not important) 1 2 3 4 5 (very important) 
Offensive graphics (not important) 1 2 3 4 5 (very important) 
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12. For me, on-line information sources are: 
SelectAJnderline the appropriate ONE 
(Important) 1 2 3 4 5 (unimportant) 
(Significant) 1 2 3 4 5 (insignificant) 
(Means a lot to me) 1 2 3 4 5 (means nothing to me) 
Part II ； Attitude Towards the Internet 
For each question, select/underline the appropriate ONE. 
A) Interaction between user and web site: Strongly Strongly 
Agree Disagree 
1. In using the Internet I seldom use chat group or discussion to 1 2 3 4 5 
get in touch with others. 
2. I am increasingly using e-mail to send/receive correspondence 1 2 3 4 5 
for work/study. 
3. I do not bother to reflect my comment towards a Web site 1 2 3 4 5 
(including its product>^services) by e-mail. 
4. I will ignore unsolicited e-mail/advertisement. 1 2 3 4 5 
5. A web site can anticipate users' needs after interacting with them. 1 2 3 4 5 
B) Feeling towards the Internet Strongly Strongly 
Agree Disagree 
1 • I prefer to visit web sites with graphics, sound and animation 1 2 3 4 5 
than the ones with plain text only 
2. I tend to re-visit web sites that continuously update their content. 1 2 3 4 5 
3. A personalized and customized web site (the one understand my 1 2 3 4 5 
Needs and tailoring the content) make me visit frequently 
4. In weighing content and presentation fanciness I choose the former. 1 2 3 4 5 
5. I am satisfied with what the Internet offers to me. 1 2 3 4 5 
6. I bookmark the web sites that provide useful information for 1 2 3 4 5 
personal purpose. 
7. I bookmark the web sites that provide useful information for 1 2 3 4 5 
study/work purpose 
C) Needs Requirement Strongly Strongly 
Agree Disagree 
1. My work/study efficiency is improved after using the Internet 1 2 3 4 5 
2. My work/study requires a lot of information search. 1 2 3 4 5 
3. In gathering information the Internet is my first choice. 1 2 3 4 5 
D) Price/Service offering in the Internet Strongly Strongly 
Agree Disagree 
1. On-line companies can offer products at price lower than 1 2 3 4 5 
ordinary retail outlets. 
2. On-line companies can provide faster and better after-sales service. 1 2 3 4 5 
3. Comparing prices from different on-line companies is easier than 1 2 3 4 5 
actual retail outlets. 
4. Costs involved in product search and transportation can be reduced 1 2 3 4 5 
after using the Web. 
E) Shopping Experience in the Internet (Place) Strongly Strongly 
Agree Disagree 
1. I prefer visiting a Web site to shopping at the retail outlet if that 1 2 3 4 5 
retailer has a Web site in promoting their products. 
2. Visiting Web sites can greatly reduce my time spent on 1 2 3 4 5 
window-shopping 
3. It is as entertaining and exciting in on-line shopping as retail outlet. 1 2 3 4 5 
4. I will spend more time shopping in the Internet than retail outlets 1 2 3 4 5 
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F) Relationship Building 
1. After I have bought products/subscribe service from a Web site 1 2 3 4 5 
it will try to maintain our relationship as long as possible. 
2. An on-line company is able to track my needs requirement and 1 2 3 4 5 
buying pattern 
3. Even I do not buy product or subscribe service, the web sites will 1 2 3 4 5 
keep on updating relevant information 
Part III : General Information 
1. Gender: [ ] a) Male [ ] b) Female 
2. Age: [ ] a) Below 18 [ ] b) Between 18 and 25 
[ ] c ) Between26and40 [ ] d) Between41 and50 
[ ] e ) Above 51 
3. Education: [ ] a) Secondary [ ] b) Tertiary 
[ ] c ) Master degree or above [ ] d) Not applicable 
4. Career: [ ] a) Student [ ] b) Clerk 
[ ] c ) Engineer [ ] d) Information technology 
[ ] e ) Administration [ ] f) Professional 
[ ] g ) Consultant [ ] h) Management 
[ ] i ) Executive management [ ] j) Others 
Thank you very much — … � 
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APPENDIX II 
ANOVA analysis of survey data 
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ANOVA analysis (score by age group) 
Age group 1: below 25 
Age group 2: above 25 
Mean score  
F value Significance Below 25 Above 25 
Attitude towards the Internet 
A Interaction between user and web site 17.702 0.000 2.737 2.291 
B Feeling towards the Intemet 14.291 0.000 2.543 2.208 
C Needs requirement 22.631 0.000 2.867 2.235 
D Price/Service offering in the Intemet 0.904 0.342 2.657 2.761 
E Shopping experience in the Internet 0.456 0.500 3.293 3.375 
F Relationship building 0.482 0.488 2.914 2.818 
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ANOVA 
Case Processing Summar^ 
Cases  
Incl—ed Excluded Total  
N Percent N Percent N Percent 
395" 100.0% 0 .0% 395 100.0% 
a. SCORE by INTERACT, AGE 
Cell Meansf 
SCORE 
INTERACT AGE Mean N 
T o o rOO 2.7429 3S" 
2.00 2.2045 44 
Total 2.4430 79 
2.00 T ^ 2.5143 ^ 
2.00 2.2273 44 
Total 2.3544 79 
3.00 ^00 2.8857 ^ 
2.00 2.5227 44 
T o ^ 2.6835 79 
4.00 T!00 2.6000 3?" 
2.00 2.0000 44 
T o ^ 2.2658 79 
5.00 ^00 2.9429 3?" 
2.00 2.5000 44 
T o ^ 2.6962 79 
Total T m 2.7371 ? 7 ^ 
2.00 2.2909 220 
T o ^ 2.4886a 395 
a- Grand Mean 
b. SCORE by INTERACT, AGE 
ANOW!p 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 31.322 ~ 6.264 5.714 .000 
INTERACT 11.914 4 2.978 2.717 .030 
AGE 19.408 1 19.408 17.702 .000 
2-Waylnteractions INTERACT ^ 256 4 .314 .286 .887 
A b t : 
Model 32.578 9 3.620 3.301 .001 
Residual 422.121 385 1.096 
T o ^ 454.699 394 1.154 
a. SCORE by INTERACT, AGE 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
553" 100.0% 0 .0% 553 100.0% 
a. SCORE by affection, AGE 
Cell Meansf^  
S C O R E  
affection A G E M e a n N 
Too T!00 2.4000 35~ 
2.00 2.0455 44 
Total 2.2025 79 
2.00 T m 2.4571 35~ 
2.00 2.0455 44 
T ^ 2.2278 79 
3.00 ^ 0 0 2.7143 ^ 
2.00 2.4545 44 
Total 2.5696 79 
4.00 T ^ 2.7143 3 ^ 
2.00 2.2955 44 
Total 2.4810 79 
5.00 T m 2.6571 35~ 
2.00 2.6818 44 
Total 2.6709 79 
6.00 T!00 2.3143 3s" 
2.00 1.9545 44 
T o ^ 2.1139 79 
7.00 T 3 0 2.5429 3 ^ 
2.00 1.9773 44 
Total 2.2278 79 
Total r O O 2.5429 245 
2.00 2.2078 308 
Total 2.3562a 5 5 3 
a- Grand M e a n 
b. S C O R E by affection, A G E 
ANOW!? 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 37.077 7 " 5.297 4.941 .000 
affection 21.758 6 3.626 3.383 .003 
AGE 15.320 1 15.320 14.291 .000 
2-Waylnteractions affection* 3.940 6 .657 .613 .720 
AQE 
Model 41.017 13 3.155 2.943 .000 
Residual 577.804 539 1.072 
Tot^ 618.821 552 1.121 
a. SCORE by affection, AGE 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
237 100.0% 0 .0% 237 100.0% 
a. SCORE by NEEDS, AGE 
Cell Meansf^  
SCORE 
NEEDS AGE Mean N 
T ^ r 0 0 2.6571 35" 
2.00 2.1364 44 
Total 2.3671 79 
2.00 ^00 2.8857 ^ 
2.00 2.3182 44 
T o ^ 2.5696 79 
3.00 r ^ 3.0571 3 ^ 
2.00 2.2500 44 
Total 2.6076 79 
Total ^00 2.8667 T ^ 
2.00 2.2348 132 
Total 2.5148a 237 
a- Grand Mean 
b. SCORE by NEEDS, AGE 
ANOV/? 
Experimental Me!hod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 25.987 ~ 8.662 8.397 .000 
NEEDS 2.641 2 1.321 1.280 .280 
AGE 23.345 1 23.345 22.631 .000 
2-Waylnteractions N E ^ * 920 2 .460 .446 .641 
A u h 
Model 26.907 5 5.381 5.217 .000 
Residual 238.292 231 1.032 
T o ^ 265.198 236 1.124 
a. SCORE by NEEDS, AGE 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
3 T ^ 100.0% 0 .0% 316 100.0% 
a. SCORE by PRICE, AGE 
Cell Meansf 
SCORE 
PRICE AGE Mean N 
T o o ^00 2.5143 3^" 
2.00 3.0227 44 
Total 2.7975 79 
2.00 1.00 2.5143 35~ 
2.00 2.8182 44 
Total 2.6835 79 
3.00 T ^ 2.7429 35~ 
2.00 2.6818 44 
Total 2.7089 79 
4.00 ^00 2.8571 ^ 
2.00 2.5227 44 
T ^ 2.6709 79 
Total T ^ 2.6571 t 4 ^ 
2.00 2.7614 176 
Total 2.7152^ 316 
a. Grand Mean 
b. SCORE by PRICE, AGE 
ANOV/^ 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 1.619 ~ .405 .432 .785 
PRICE .772 3 .257 .275 .844 
AGE .847 1 .847 .904 .342 
2-Way Interactions PRICE* 8.245 3 2.748 2.934 .034 
ACaE 
Model 9.864 7 1.409 1.504 .165 
Residual 288.503 308 .937 
Total 298.367 315 .947 
a- SCORE by PRICE, AGE 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
316 100.0% ‘ 0 " .0% 316 100.0°/r 
a. SCORE by SHOPPING, AGE 
Cell Meansf' 
SCORE 
SHOPPING AGE Mean N 
T o o T ^ 3.1429 35" 
2.00 3.3636 44 
Total 3.2658 79 
2.00 ^00 3.2000 ^ 
2.00 3.0455 44 
Total 3.1139 79 
3.00 ^00 3.1143 3?" 
2.00 3.3636 44 
T ^ 3.2532 79 
4.00 T ^ 3.7143 35" 
2.00 3.7273 44 
T ^ 3.7215 79 
Total ^00 3.2929 t4o" 
2.00 3.3750 176 
Total 3.3386a 316 
a. Grand Mean 
b. SCORE by SHOPPING, AGE 
ANOV/P 
Exp�menta l Me!hod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 17.093 ~ 4.273 3.701 .006 
SHOPPING 16.566 3 5.522 4.783 .003 
AGE .526 1 .526 .456 .500 
2-Waylnteractions SHOPPING* ^.105 3 .702 .608 .610 
AGE 
Model 19.198 7 2.743 2.376 .022 
Residual 355.571 308 1.154 
T ^ 374.769 315 1.190 
a. SCORE by SHOPPING, AGE 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
237" 1 0 0 ! 0 ^ 0 .0% 237 100.0% 
a. SCORE by relationship, AGE 
Cell Meansf^  
“ SCORE 
relationship AGE Mean N 
1.00 1.00 ~ 3 . 1 1 4 3 35" 
2.00 2.9091 44 
Total 3.0000 79 
2.00 ^00 2.9714 3 ^ 
2.00 2.8636 44 
T ^ 2.9114 79 
3.00 T m 2.6571 35~ 
2.00 2.6818 44 
Total 2.6709 79 
~ J ^ \ ^00 2.9143 J ^ 
2.00 2.8182 132 
Total 2.8608a 237 
a- Grand Mean 
b. SCORE by relationship, AGE 
ANOV/^ 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 5.122 T 1.707 1.524 .209 
relationship 4.582 2 2.291 2.045 .132 
AGE .540 1 .540 .482 .488 
2-Waylnteractions relationship 519 2 260 232 793 
AGE 
Model 5.641 5 1.128 1.007 .414 
Residual 258.764 231 1.120 
T o ^ 264.405 236 1.120 
a. SCORE by relationship, AGE 
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ANOVA analysis (score by user within age group) 
Age group 1: below 25 
Age group 2: above 25 
Heavy user : more than 8 hours average on-line per week 
Average user: less than 8 hours average on-line per week 
“ “ Mean score  
Attitude towards the Internet F value Significance Heavy Average 
Users with age below 25 
A Interaction between user and web site 0.009 0.924 2.744 2.729 
B Feeling towards the Internet 0.276 0.600 2.508 2.580 
C Needs requirement 0.484 0.488 2.796 2.941 
D Price/Service offering in the Intemet 2.780 0.098 2.514 2.809 
E Shopping experience in the Internet 0.636 0.427 3.222 3.368 
F Relationship building 0.312 0.578 2.852 2.980 
Users with age above 25 
A Interaction between user and web site 6.050 0.015 2.533 2.166 
B Feeling towards the Intemet 0.066 0.797 2.229 2.197 
C Needs requirement 2.593 0.110 2.044 2.333 
D Price/Service offering in the Internet 0.413 0.521 2.700 2.793 
E Shopping experience in the Internet 7.606 0.006 3.067 3.535 
F Relationship building 0.117 0.733 2.778 2.839 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
r 7 5 " 1 0 a 0 T " 0 .0% 175 100.0% 
a. SCORE by interaction, USER 
Cell Meansf^  
SCORE 
interaction USER Mean N 
T o o ^00 2.8333 W 
2.00 2.6471 17 
T ^ 2.7429 35 
2.00 T!00 2.4444 18 
2.00 2.5882 17 
Total 2.5143 35 
3.00 T ^ 2.9444 18 
2.00 2.8235 17 
T ^ 2.8857 35 
4.00 T!00 2.5556 W 
2.00 2.6471 17 
T ^ 2.6000 35 
5.00 ^00 2.9444 ? F 
2.00 2.9412 17 
Total 2.9429 35 
Total T ^ 2.7444 ^ 
2.00 2.7294 85  
Tota| 2.737ia 175 
a. Grand Mean 
b. SCORE by interaction, USER 
ANOV^  
‘ Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 4.661 5~ .932 .871 .502 
interaction 4.651 4 1.163 1.087 .365 
USER 9.879E-03 1 9.879E-03 .009 .924 
2-WayInteractions interaction ^75 4 .169 .158 .959 
USER 
Model 5.337 9 .593 .554 .833 
Residual 176.572 165 1.070 
T o ^ 181.909 174 1.045 
a. SCORE by interaction, USER 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
2 ~ 100.0% 0 .0% 245 1 0 0 . 0 ~ 
a. SCORE by affection, USER 
Cell Meansf^  
“ S C O R E 
affection U S E R M e a n N 
Too TTOO 2.5000 18 
2.00 2.2941 17 
Total 2.4000 35 
Too Tm 2.5556 ?8~ 
2.00 2.3529 17  
T ^ 2.4571 35 
^00 T ^ 2.6111 TF 
2.00 2.8235 17 
T ^ 2.7143 35 
4.00 ^ 0 0 2.6667 18 
2.00 2.7647 17 
T ^ 2.7143 35 
T o o T!00 2.5556 ?F" 
2.00 2.7647 17  
T o ^ 2.6571 35 
TW ^00 2.2222 T^ 
2.00 2.4118 17 
T ^ 2.3143 35 
7.00 T m 2.4444 18 
2.00 2.6471 17 
Total 2.5429 35 
~ J ^ \ T!00 2.5079 ?26~ 
2.00 2.5798 119 
Total 2.5429a 245 
a- Grand M e a n 
b. S C O R E by affection, U S E R 
ANOV/? 
Experimental Me!hod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 5.631 T~ .804 .701 .672 
affection 5.314 6 .886 .771 .593 
USER .316 1 .316 .276 .600 
2-Way Interactions affection* 1947 g .325 .283 .945 
USER 
Model 7.578 13 .583 .508 .919 
Residual 265.222 231 1.148 
T o ^ 272.800 244 1.118 
a. SCORE by affection, USER 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
105 100.0% 0 .0% 105 1 0 0 . ~ 
a. SCORE by NEEDS, USER 
Cell Meansf^  
SCORE 
NEEDS USER Mean N 
Too T ^ 2.5556 W 
2.00 2.7647 17 
T ^ 2.6571 35 
2.00 T ^ 2.6667 W 
2.00 3.1176 17 
Total 2.8857 35 
3.00 ^00 3.1667 ?8~ 
2.00 2.9412 17 
Total 3.0571 35 
Total T ^ 2.7963 ^ 
2.00 2.9412 51 
Total 2.8667a 105 
3- Grand Mean 
b. SCORE by NEEDS, USER 
ANOVA^ 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 3.370 ~ 1.123 .987 .402 
NEEDS 2.819 2 1.410 1.238 .294 
USER .551 1 .551 .484 .488 
2-Waylnteractions NEEDS* ^.055 2 1.027 .902 .409 
Model 5.424 5 1.085 .953 .451 
Residual 112.709 99 1.138 
Total 118.133 104 1.136 
a. SCORE by NEEDS, USER 
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ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
140 100.0% 0 .0% 140 1 0 0 . 0 ^ 
a. SCORE by PRICE, USER 
Cell Meansf^  
SCORE 
PRICE USER Mean N 
T o o ^00 2.3889 ~ 
2.00 2.6471 17 
T ^ 2.5143 35 
2.00 TT00 2.3333 ?8~ 
2.00 2.7059 17 
T o ^ 2.5143 35 
3.00 T m 2.5000 T ^ 
2.00 3.0000 17 
T ^ 2.7429 35 
4.00 ^00 2.8333 W 
2.00 2.8824 17 
Total 2.8571 35 
Total T ^ 2.5139 7 ^ 
2.00 2.8088 68  
Total 2.6571^ 140 
a. Grand Mean 
b. SCORE by PRICE, USER 
ANOV/ f 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 6.128 ~ 1.532 1.400 .238 
PRICE 3.086 3 1.029 .940 .423 
USER 3.042 1 3.042 2.780 .098 
2-Waylnteractions PmCE * g^^ 3 .320 .293 .831 
Model 7.089 7 1.013 .925 .489 
Residual 144.454 132 1.094 
Total 151.543 139 1.090 
a. SCORE by PRICE, USER 
121 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
140 100.0% 0 .0% 140 100.0% 
a. SCORE by SHOPPING, USER 
Cell Meansf^  
SCORE 
SHOPPING USER Mean N 
Too T!oo 3.0000 ~ 
2.00 3.2941 17 
T o ^ 3.1429 35 
2.00 r ^ 3.1111 W 
2.00 3.2941 17  
T ^ 3.2000 35 
3.00 ^00 3.1111 T?" ‘ 
2.00 3.1176 17 
T o ^ 3.1143 35 
4.00 ^00 3.6667 ? F 
2.00 3.7647 17 
Total 3.7143 35 
Total T m 3.2222 7 ^ 
2.00 3.3676 68  
Total 3.2929a 140 
3- Grand Mean 
b- SCORE by SHOPPING, USER 
A N O W f 
Exp�menta l M e ^ d  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 9.161 T 2.290 1.970 .103 
SHOPPING 8.421 3 2.807 2.415 .069 
USER .740 1 .740 .636 .427 
2-Wayinteractions SHOPPING * 33^ 3 . � . n 3 .952 
Model 9.555 7 1.365 1.174 .322 
Residual 153.438 132 1.162 
T o ^ 162.993 139 1.173 
a. SCORE by SHOPPING, USER 
122 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
105 100.0% 0 .0% 105 1 0 0 . ~ 
a. SCORE by relationship, USER 
Cell Meansf 
SCORE 
relationship USER Mean N 
1.00 1.00 ~ 3 . 0 0 0 0 W 
2.00 3.2353 17 
T ^ 3.1143 35 
2.00 T!00 2.8889 ?8~ 
2.00 3.0588 17 
T ^ 2.9714 35 
3.00 ^00 2.6667 ?8~ 
2.00 2.6471 17 
Total 2.6571 35 
Total ^00 2.8519 ^ 
2.00 2.9804 51 
Total 2.9143a 105 
孔 Grand Mean 
b- SCORE by relationship, USER 
ANOW? 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 4.262 ~ 1.421 1.022 .386 
relationship 3.829 2 1.914 1.377 .257 
USER .433 1 .433 .312 .578 
2-Waylnteractions re^^ionship 蕭 2 .153 .110 .896 
Model 4.568 5 .914 .657 .657 
Residual 137.660 99 1.391 
Total 142.229 104 1.368 
a. SCORE by relationship, USER 
123 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
220 100.0% 0 .0% 220 100.0% 
a. SCORE by interaction, USER 
Cell Meansf^  
SCORE 
interaction USER Mean N 
T o o rOO 2.8667 Ts" 
2.00 1.8621 29  
T ^ 2.2045 44 
2.00 T ^ 2.2000 T^ 
2.00 2.2414 29 
T ^ 2.2273 44 
3.00 ^00 2.6667 15 
2.00 2.4483 29 
Total 2.5227 44 
4.00 T ^ 2.2667 T ^ 
2.00 1.8621 29 
Total 2.0000 44 
5.00 T m 2.6667 T?" 
2.00 2.4138 29 
Total 2.5000 44 
Total ^00 2.5333 75~ 
2.00 2.1655 145 
Total 2.2909^ 220 
a- Grand Mean 
b. SCORE by interaction, USER 
ANOW? 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 15.206 5~ 3.041 2.751 .020 
interaction 8.518 4 2.130 1.926 .107 
USER 6.688 1 6.688 6.050 .015 
2-WayInteractions interaction e.029 4 1.507 1.363 .248 
Ut)tH 
Model 21.235 9 2.359 2.134 .028 
Residual 232.147 210 1.105 
Tota| 253.382 219 1.157 
a. SCORE by interaction, USER 
1 2 4 
ANOVA 
Case Processing Summar^ 
Cases  
included Excluded Total  
N Percent N Percent N Percent 
308 100.0% 0 .0% 308 100.0% 
a. SCORE by affection, USER 
Cell Meansf^  
S C O R E 
affection U S E R M e a n N 
T o o r 0 0 2.3333 ~ 
2.00 1.8966 29 
T ^ 2.0455 44 
2.00 T ^ 2.1333 i5~ 
2.00 2.0000 29 
Total 2.0455 44 
3.00 TT00 2.5333 ^ 
2.00 2.4138 29 
Total 2.4545 44 
4.00 T!00 2.4000 ？ ^ 
2.00 2.2414 29 
Total 2.2955 44 
5.00 T ^ 2.6000 ^ 
2.00 2.7241 29 
Total 2.6818 44 
6.00 T ^ 1.7333 ?5~ 
2.00 2.0690 29 
Total 1.9545 44 
7.00 T ^ 1.8667 Ti" 
2.00 2.0345 29 
Total 1.9773 44 
Total T^55 2.2286 105 
2.00 2.1970 203 
Total 2.2078a 308 
s- Grand M e a n 
b. S C O R E by affection, U S E R 
ANOV/i? 
Experimental Method  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 20.452 7 " 2.922 2.804 .008 
affection 20.383 6 3.397 3.261 .004 
USER 6.879E-02 1 6.879E-02 .066 .797 
2-Waylnteractions affecton* 3928 6 .655 .628 .708 
Model 24.379 13 1.875 1.800 .043 
Residual 306.322 294 1.042 
Total 330.701 307 1.077 
a. SCORE by affection, USER 
125 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
132 100.0% 0 .0% 132 ~ 1 0 0 . 0 % 
a. SCORE by NEEDS, USER 
Cell Meansl' 
SCORE 
NEEDS USER Mean N 
T o o T!00 ^9333 ~ 
2.00 2.2414 29 
Total 2.1364 44 
2.00 T ^ 2.0667 r i " 
2.00 2.4483 29 
Total 2.3182 44 
3.00 TTOO 2.1333 ^ 
2.00 2.3103 29 
T ^ 2.2500 44 
Total T ^ 2.0444 ^ 
2.00 2.3333 87 
Total 2.2348a 132 
a- Grand Mean 
b. SCORE by NEEDS, USER 
ANOV/? 
Experimental Me!hod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 3.218 T 1.073 1.123 .342 
NEEDS .742 2 .371 .389 .679 
USER 2.475 1 2.475 2.593 .110 
2-Waylnteractions NEEDS* 212 2 .106 .111 .895 
UobH 
Model 3.430 5 .686 .719 .611 
Residual 120.290 126 .955 
T o ^ 123.720 131 .944 
a. SCORE by NEEDS, USER 
126 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
176 100.0% 0 .0% 176 100.0% 
a. SCORE by PRICE, USER 
Cell Meansf^  
SCORE 
PRICE USER Mean N 
T o o ^00 3.0667 ~ 
2.00 3.0000 29 
T o ^ 3.0227 44 
2.00 T ^ 2.7333 T ^ 
2.00 2.8621 29 
Total 2.8182 44 
3.00 T ^ 2.6000 ^ 
2.00 2.7241 29 
Total 2.6818 44 
4.00 ^00 2.4000 T i " 
2.00 2.5862 29 
Total 2.5227 44 
Total T ^ 2.7000 ^ 
2.00 2.7931 116 
Total 2.7614a 176 
a. Grand Mean 
b. SCORE by PRICE, USER 
ANOW? 
Experimental Mepod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 6.275 T 1.569 1.891 .114 
PRICE 5.932 3 1.977 2.384 .071 
USER .343 1 .343 .413 .521 
2-Waylnteractions PR|CE* 360 3 .120 .145 .933 
U o b H 
Model 6.635 7 .948 1.143 .339 
Residual 139.343 168 .829 
T o ^ 145.977 175 .834 
a. SCORE by PRICE, USER 
127 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
176 ~TOO.0% 0 .0% 176 100.0% 
a. SCORE by SHOPPING, USER 
Cell Meansf 
SCORE 
SHOPPING USER Mean N 
Too r00 3.0000 ~ 
2.00 3.5517 29 
T o ^ 3.3636 44 
2.00 ^00 2.9333 T?" 
2.00 3.1034 29 
Total 3.0455 44 
3.00 rOO 3.0000 T ^ 
2.00 3.5517 29 
T ^ 3.3636 44 
4.00 T!00 3.3333 T ^ 
2.00 3.9310 29 
Total 3.7273 44 
Total T!00 3.0667 ^ 
2.00 3.5345 116 
Total 3.375pa 176 
a- Grand Mesn 
b. SCORE by SHOPPING, USER 
ANOW!p 
Experimental Method  
Sum of Mean 
Squares ^ Square F Siq. 
SCORE Main Effects (Combined) 18.905 T " 4.726 4.153 .003 
SHOPPING 10.250 3 3.417 3.003 .032 
USER 8.655 1 8.655 7.606 .006 
2-Waylnteractions SHOPPING* ^^g^ 3 .394 .346 .792 
U o t H 
Model 20.087 7 2.870 2.522 .017 
Residual 191.163 168 1.138 
T o ^ 211.250 175 1.207 
a- SCORE by SHOPPING, USER 
128 
ANOVA 
Case Processing Summar^ 
Cases  
Included Excluded Total  
N Percent N Percent N Percent 
132 100.0% 0 .0% 132 100.0% 
a. SCORE by relationship, USER 
Cell Meansf^  
SCORE 
relationship USER Mean N 
1.00 1.00 ~ 2 . 8 0 0 0 ~ 
2.00 2.9655 29 
T ^ 2.9091 44 
" Z ^ T m 2.8667 ??" 
2.00 2.8621 29 
T o ^ 2.8636 44 
3.00 T ^ 2.6667 ^ 
2.00 2.6897 29 
T ^ 2.6818 44 
Total T!00 2.7778 45 
2.00 2.8391 87 
Total 2.8182a 132 
s- Grand Moan 
b. SCORE by relationship, USER 
ANOV/i? 
Experimental Me!hod  
Sum of Mean 
Squares ^ Square F Sig. 
SCORE Main Effects (Combined) 1.384 ~ .461 .484 .694 
relationship 1.273 2 .636 .668 .515 
USER .111 1 .111 .117 .733 
2-Waylnteractions relationship ^g^ 2 8.241E-02 .086 .917 
USER 
Model 1.549 5 .310 .325 .897 
Residual 120.087 126 .953 
T o ^ 121.636 131 .929 
a. SCORE by relationship, USER 
129 
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